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Brodie Automatic Temperature Compensa- 
tor, shown with Brodimatic Printing Counter, 
automatically corrects reading to net 60 F 
volume during run 


metered 
gallonage— 








Coad 


BRODIE 

AUTOMATIC 

TEMPERATURE COMPENSATOR 
with full range 

GRAVITY SELECTOR 


n 


Automatically corrects counter reading 
to net volume which liquid would measure 
at 60 F 


Compensates for changes in both line fluid 
and ambient temperature effects over wide range 





Easily adjusted to precise expansion coefficient of any 
petroleum product or crude 


Available with single net counter, or dual counter to provide 
both net and gross readings 


May be used with Brodie Accumulator System to record 
total thruput of two or more Brodie Meters in series 











For pipelines, loading racks, blending, LACT systems, 
and refineries 


Dual counter with ATC shows net and gross volume, 
often required to control tank filling, etc 


Corrected net gallonage ature Compensator with Gravity Selector is now 
figures can be taken directly from the counter thoroughly proved through a wide range of field 
readout or printed ticket — further extending the applications. For the complete story, see your 
advantages of the sustained accuracy of Brodie nearest Brodie Metering Specialist, or write today 
BiRotor Meters. The Brodie Automatic Temper- for Bulletin No. 652. 


ya ~~. 


pie 2%” METERS 


RALPH N. BRODIE COMPANY : San Leandro, California, U.S.A. 


MT. VERNON, N. Y. DALLAS 7, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, Ill. 221 9th Ave. N. 5401 Sheila Street 
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“Magic Circles” Work for Extra 


Ethyl advertising promotes extra driving . . 


This is the fourth successive year of 
Ethyl’s all-out advertising campaign 
to get more motorists out on the road 
—and into the driveways of service 
stations the country over. 

‘*Magic Circles’. .. wonderful areas 
of enjoyment within easy distance of 
every car owner’s home... . will be dra 
matized each month in full-color ad 
vertising in LIFE, LOOK, SATURDAY 
EVENING POST and SUNSET. 
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And the MAGIC CIRCLE TRAVEL 
CLINIC, a new public service feature 
for newspapers, is designed to arouse 
public interest in getting out to sec 
the country by automobile. 

There are tremendous opportuni 
ties in this ‘‘Magic Circle’ program 
for expanding your service station 
sales. Your Ethyl Representative will 
be glad to help you find ways to utilize 
it to your advantage. 


Business at the Pumps 


_extra service station sales 


ETHYL 


Ethyl Corporation 
New York 17, N. Y. 





24 pages of Specifications, 
illustrations and application 
data. Complete information 
about 19 models of OPW 
Loading Assemblies for 
filling and emptying tank 
e<>cars and tank trucks. 


FREE CATALOG F37-2 | A NTO 








C 


OPW LOADING ASSEMBLIES 


Fasten, Syer, ‘More Handlers and transporters of bulk liquids, alert 
. Bulk to reducing tank car and tank truck filling and 
Convenient emptying time without jeopardizing safety 
, ‘ : standards and contaminating product, are fast 
Liquids Loading and. converting to compact, canvenient, economical 
alp . full flow OPW Loading Assemblies. 
Unloading of Tank 


Investigate today how you, too, can realize sav- 
ings in time, effort and operational costs. Write 
on your letterhead for Free Catalog F-32-R. 


OPW CORPORATION 
2735 Colerain Ave., Cincinnati 25, Ohio, KI 1-5400 
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National 
Petroleum NEWS:  cosiess scr seri 


Top of the Month... 





This Southwestern ‘baby major’ is growing fast 


American Petrofina is popping up with new products, more stations, a wider marketing area. 


Here’s a report on what it’s doing, where it’s going art sinh reer ..... page 100 


What makes a service station dealer tick? 
A challenging new survey supplies some answers. To find out what’s bothering today’s dealer 
—and what you can do about it—read the findings on ; ....page 114 


° ' 
Contract maintenance: It's a trend to watch 
Should you be farming out your station maintenance work? To help vou decide, here are the 
results of a West Coast tryout page 162 


Month in Full .. . 


THE GREEN SECTION 
Ahead of the News 
Petroleum Indicators 


GENERAL 
The private brander no one really knows 
Progress report: American Petrofina on the march 
How Conoco’s new pricing experiment works 
The Detroit Case: Finished but not dead 
Here’s what 13 majors earned in °57 


Supply and Demand 


RESEARCH 
What bothers dealers—and what to do about it 

DEPARTMENTS 
About Oil People 
Advertisers’ Index 


MERCHANDISING 
How the spring advertising picture shapes up 
Farm shows: Sinclair’s pitch for rural business 


Putting the dealer in “business clothes’’. Associations 

wali tiie Behind Our Headlines 
: , - Brief but Significant 
Is your headquarters in the right place? ee ime 


. ‘ H Sie Classified Advertising 
What you can do about public opinion , 


Editorially Speaking 
BULK PLANTS AND TERMINALS Equipment 
Why a jobber put hts money in a terminal pre 
MANAGEMENT Meetings 
How to gauge your own insurance program ........ Money-making Ideas 
Here’s a way to make rentals do double work .... Regions 
Statistics 
TBA 


What They’re Saving 


TIRES-BATTERIES-ACCESSORIES 
How a tire company helped a jobber build sales 
Breaking the information barrier 

TRANSPORTATION 
How Ford’s new trucks affect you 

EQUIPMENT 
Contract maintenance gets a tryout in Los Angeles 

OIL MARKETS AND PRICES 

ABOUT OIL PEOPLE — . Oil 

Esso changes its sales lineup 


market reviews 183 
Refinery/terminal prices. 186 
SUPPLY AND DEMAND Prices by tank wagon 188 

How gasoline sales patterns are shifting Crude oil prices 187 
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TAKE YOUR 
PROBLEMS TO THE EXPERTS... 





YOU'RE MILES AHEAD WITH MOBIL! 


SOCONY MOBIL OIL COMPANY, INC., and Affiliates 
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MAGNOLIA PETROLEUM COMPANY, GENERAL 
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DETROIT 32 
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office 


If high delivery expenses are eating away at your profit 
margin, let Mobil help you cut these costs increase 
efhciency and profits! At your request, a trained spe- 
cialist will be glad to help analyze the trouble and 
make definite recommendations. Additional experts 
are available to assist you with other tough problems, 
too. For instance, help you reduce loading time 
help set up a preventive maintenance program . . . help 
institute Management procedures that make running 
a business easier—and more profitable. 

That's why it’s good business to do business with 
Mobil. The experc advice you get from our statf of 
specialists... plus top-quality branded products 
add up to a real competitive advantage for you 


Talk Mobil He's 


direct line to the specialists 


to your salesman today your 


Tune in “TRACKDOWN" every week, CBS-TV. 
See your local paper for time and station, 


ION 


PETROLEUM CORPORATI 


MILWAUKER 
LOUIS & MISSOURI 
( ver 8 


18, MARYLAND--1914 North Charles St. e 
MICHIGAN- 903 West Grand Blvd, e ST 
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Behind Our Headlines 





Midwest Mystery Marketer 


N HIS LATEST TRIP to the Midwest, managing editor 
O Ed DeHart heard interesting things about a private 
brander he didn’t know: W. L. (Bill) Hassett of Imperial 
Refineries Corp. 

Ed found he wasn’t the only one—no one else on NPN 
had heard of Hassett either. And very few marketers, even 
in Imperial’s home base of St. Louis, were familiar with 
him. 

This intrigued Ed and aroused his effervescent curiosity, 
the more so because it posed a small mystery. So he 
called on Mr. Hassett, spent several hours discussing Im 
perial, and left with much interesting information 

We could call Ed’s article “The private brandet 
one knows,” because so few marketers know much about 
Imperial. There are some who do, so we call it “The 
private brander no one really knows.” Its the latest in 
our running series of articles on individual private-brand 
operations, and it starts on page 95 


no 


Travel Tip 


W HEN OUR itinerant editors are in the field, they're 
sometimes inconvenienced by loss of coat buttons 
When this happens, they usually make the rest of the 
trip minus the buttons 

Not Cornelius (Brody) Brodersen, who popped a button 
while covering the Northwest Petroleum Assn. meeting 
“If you lose any coat buttons,” advises Brody, “drop in 
at Minneapolis and Mrs. H. F. Horning, wife of NPA’s 
executive secretary, will sewing 
them back on.” (For news about the NPA 


do a first-class job of 


— 
see pave 5 ) 
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Please 





Capital 


%: 
VISCOUNT FUEL 
a f ? 


Now 
third year of 
excellent service... 


MEETING CAPITAL'S VISCOUN 


with Red Seal jet fuel meters 





In flying more than 1,377,299,000 passenger miles since 1955, Capital’s 
turboprop Viscounts have burned up a lot of Aeroshell 640 Kerosene 

. nearly every gallon accurately recorded by Neptune Meters. Almost 
everywhere they land, the planes are greeted by Neptune-metered 
equipment. Many of these are 4,000-gal. dual refuelers, equipped with 
one meter (3” Red Seal) for the kerosene fuel, and another meter (1” 
Neptune) for the methanol-water mix that is injected during take-off. 


Backed by the widest available experience in metering chemicals, 
as well as petroleum fuels from 80 standard to 115/145 avgas or JP-5 
... Neptune is ready now to discuss any problems you may anticipate 
in handling the liquid fuels of the future. 


4 








fy 
NEPTUNE METER COMPANY - 19 West 50th St., New York 20, N.Y. } 
nepune 


Branch Offices in Principal Cities RED SEAL METERS... for a better 


measure of profit 




















for others: 





London Oil Company delivers as much as 7,000 gallons per day through 
this 1500-gallon truck equipped with 2’ Red Seal Auto-Stop Print-O-Meter. 
Mr. George E. London, president, says good local service through 


Neptune’s Raleigh jobber is important factor in his choice of meter. 





Halstead Oil Company trucks have interesting dual meter Working at temperatures from 12 below to 109 above, seven Red Seal 
rig. In right side of compartment is 2” Auto-Stop fuel-oil meters at Sinclair's Ft. Madison, lowa, terminal have put through a yearly 
meter, pump and reel combination. In left rear compart average of 6 million gallons each since Jan. 9, 1950. The meters were 
ment is 3’’ Red Seal compact with 3” piping for fast gravity recently up-dated by adding Print-O-Meter registers, a move made eco 
delivery of gasoline. Halstead bought first Red Seal in 1945. nomical by Neptune’s Unit Replacement Plan. 





Shell Oil Company’s terminal at Baltimore, Md., relies on Red Seal bulk 
plant meters for sustained accuracy with low maintenance costs. Note 
simplicity of piping hook-up. Red Seal’s double-case design eliminates 
inaccuracies caused by piping stresses 













Red Seal meter users are backed by a complete local-level 
parts, service and testing program. Meter testing equipment 
like this is strategically located near you. Or you can handle 
your own field repairs simply by exchanging worn or 
damaged units for guaranteed factory-reconditioned units 






—— 
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Ever see an 
INDOOR turnpike? 





Inside the chassis dynamometer test room at 
Gulf’s new Automotive Products Laboratory. 


How would you like to drive on a turnpike where 
the temperature changes from 70 degrees below 
zero to almost 100 degrees above ...where you 
“‘travel’’90 miles an hour but don’t move...where you 
go up and down steep hills while still on level ground 

. and where you hit a head wind one minute and 


a tail wind the next? 


You'll find this “indoor turnpike,’’ where such 
things are possible, at Gulf’s huge Research Center 
in Harmarville, Pa. It is part of the Automotive 
Products Laboratory. 


The function of this laboratory is to test a va- 
riety of petroleum products under every conceivable 
road condition. The ‘‘indoor turnpike,’’ known asthe 
chassis dynamometer test room, is designed to per- 
mit vehicles to be ‘‘driven”’ at all normal operating 
speeds and, of course, under all conditions. 


In this huge drive-in room, elaborate mechanisms 
beneath the floor provide the effects of driving on all 
types of grades, in head or tail winds and with vary- 
ing humidity. This allows the testing of a great va- 
riety of fuels, wheel-bearing greases and transmis 
sion lubricants under the severest stresses of actual 
driving. 

The function of the ‘‘turnpike”’ is not only to 
determine the efficiency of petroleum products now 
in use but to test those which will be distributed in 
the future. 


This is indicative of the awesome amount of re 
search now being conducted by Gulf and other mem- 
bers of the progressive oil industry. All of it has as 
its ultimate goal the preparation of finer petroleum 
products and such scientific advance must have as 
its end result public benefit. 


Gulf Oil Corporation, General Offices, Pittsburgh, Pa. 
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Letters 


Jobber-Supplier Relations 





Doc Jordan Answers Ken King 


To THE Epiror: 


& The letter you received from Ken 
King, executive secretary of the Wis- 
consin Petroleum Assn. (Jan. p. 9), 
embraces so many controversial issues 
I will not attempt to reply point by 
point to all of them; however, I will 
endeavor to give you our reactions. 

It has been Shell’s policy for many 
years to attempt to keep abreast of 
our jobbers’ problems and to take 
action consistent with our best ap- 
praisal of the conditions and the pro- 
per solution thereto. We have felt 
likewise that in giving consideration 
to jobber problems Shell's interest 
as a supplier should be given equal 
importance. Furthermore, we have 
never felt that solutions which may 
apply to Shell and its jobbers will 
necessarily apply to situations between 
other jobbers and their suppliers 
Therefore, we have not felt it desir- 
able nor beneficial to attempt to 
solve our mutual jobber-supplier re- 
lations through the media of othe 
groups. Moreover, any attempt to 
solve pricing problems on a group 
basis would be illegal under the anti- 
trust laws. 

Mr. King mentions that we as well 
as other companies maintain a close 
liaison between jobbers and _ local 
management as well as with head 
office management which, he says, is 
not functioning insofar as any correc- 
tive measures are concerned. We have 
found this liaison has been effective 
and beneficial. To my knowledge the 
great majority of Shell jobbers will 
confirm that this liaison and relation- 
ship have been effective. Mr. King’s 
inference that “top brass” is not 
acquainted with what is going on is 
not well-founded as far as Shell is 
concerned. 

It is unfortunate that Mr. King 
failed to gain the expression of Shell 


jobbers in Wisconsin betore he wrote 
his scathing accusations. If he had, 
he would have found that Shell, as 
of November |, initiated a program 
of sharing in subnormals on a 70-30 
basis, with a recognition of a reason- 
able minimum margin. Furthermore, 
in cases where price conditions have 
prevailed over a long period, Shell 
has analyzed thoroughly and acted 
toward a mutually satisfactory solu- 
tion 

| appreciate that Ken King and 
many other secretaries of jobber as- 
sociations often are placed In a post 
tion where they feel some action of 
open public expression must be made 
in support of the interest of their 
membership. It it suggested, however, 
that before making such broad state- 
ments he strongly urge his membership 
to follow the procedure of consulting 
with their individual suppliers con- 
cerning these problems and that he 
investigate his facts more carefully 
before making public accusations 

It is the writer’s view that all sup 
pliers who have jobbers distribution 
are sincerely and vitally interested 
in the welfare of those jobbers. There 
are few if any problems that cannot 
be adjudicated fully within the trame 
work of the jobber-supplier relation 
ship 


J. Gi. JORDAN 

Vice President, Marketing 
Shell Oil Co 

New York, N. Y 


Tch? 


®& Re: January issue of NPN, page 
19 [remarks about NOJC and API by 
marketers attending the meetings] 
Ich, tch, tch. 

We have jobbers here in Nebraska 
who don’t look past the end of thet 
nose and consequently do not realize 
that it takes the combined efforts of 


COMING NEXT MONTH 


@ Major-company men talk about today's market conditions 


@ A new look at bottom loading and its future prospects 


@ How the ‘car engine of tomorrow’ is shaping up now 
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-the best quality 


quick couplings 


Bronze 
Aluminum 
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Carbon 
Malleable 
Hastelloy 


—accurate tolerances 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks 


EVER-TITE 
Standard 
Adapter and Coupler 

The tightness is 
predetermined in 
manutacture so you 
EVER-TITE can be sure with 
Adapter EVER-TITE 
and The EVER-TITE 
trademark is a 
hallmark of 
dependability 
EVE R I I Tk S do the 
best job in the trans 
fer of every type of 
product through 


hose or pipe 


Get EVER-TITE and 
get the best. Ask your 
distributor now 
EVER-TITE COUPLING CO. INC 
254 West 54th Street 
New York 19, N.Y 


ih» EVER-TITE 
Shank 
Hose 


Coupling 


Dust Cap 
EVER-TITE Dust Protectors 





Letters 
(begins on page 9) 


a lot of people to gain any accom- 
plishments at all. 

Ihe same goes for the oil industry 
as a whole. If it were not for NOJC 
I have my doubts that the attendance 
would have been as large at both the 
API and NOJC meetings last Novem- 
ber. Instead, a good share of those 
attending these very fine meetings 
would no doubt have been in the many 
courts of the land trying to prove 
their innocence to some charge o1 
other. That threat still exists (S-11) 
and you can bet your life that NOJ( 
will be in there fighting until such a 
threat is obliterated. 

I have always enjoyed reading NPN, 
but this makes me wonder?? Is good 
reading material that hard to come 
by?? 

Tch, tch, tch. 

GEORGE L. WATTERS 

Secretary 
Nebraska Petroleum Marketers, Inc. 
Lincoln, Neb. 


We've been a staunch supporter of 
NOJC since its founding. Our purpose 
was to convey the spirit of the NOJC 
and API meetings as we saw it—based on 
the comments of many jobbers. Among 
those quoted were two of Mr. Watters’s 
fellow association secretaries. 


Mistaken Identity 


& Who threw the overalls in Mr. In 
gram’s chowder? If the picture caption 
on page 136 of the February NPN is 
correct, a couple of those executives 
have shuffled identities since the last 
time I saw them 


N. S. ARISTOFI 

New York, N. Y. 

NPN inadvertently shuffled them, and 

offers apologies to the Ingram execu- 

tives involved. Here’s the picture with 

the caption that should have been under 
it. 


Executive trio (left to right): vice presi- 
dent John McClure, president Henry In- 
gram, vice president Fritz Ingram 


NPN also erred in quoting the octane 
number of Ingram’s regular gasoline as 
89. Ingram reports it’s a minimum 90- 
octane product. 


10 


The Jobber and His Problems 


® As usual, your article “The Jobber 
Is Bewildered” in the January issue 
(p 91) is thought-provoking, parti- 
cularly to a man such as myself in 
trade relations work. It is an im- 
portant part of my job to make sure 
our management is aware of such 
matters and you can be sure they are. 

Further, its my job to make sure 
we are constantly working toward an 
equitable improvement in our jobber 
policies to help alleviate such prob- 
lems so far as it is feasible and 
possible for us to do it. Note that 
I did not say we are working toward 
a solution-because I don’t kid my- 
self that all current or future problems 
are to be solved completely in a few 
weeks, months, or even years for that 
matter. 

We are sincerely interested in 
making equitable improvements in 
jobber policies and programs as rapid- 
ly as we can make sure that changes 
are really in the interest of both the 
jobber and our company on a long- 
range basis. 

We've answered the — statement 
“many jobbers seemed less sure they'll 
be wanted or need in the future” as 
far as Pure is concerned in our jobber 
policy statement. 


Oil Heat Groups: A 


> | think it’s about time to clear the 
decks of some of the many oilheat 
associations and come up with one 
strong national unit. Although we do 
have Oil-Heat Institute of America, 
there is no correlation in many cases 
between county, state, regional and 
national groups 

We belong to too many groups. 
Here’s an example: as a member of 
a county group, which is a unit of the 
state group, I'm not a member of the 
state unit unless I join separately. Al- 
though the state group is an OHI 
chapter, I'm not an OHI 
member unless I join separately. Then 
I belong to and support Oil Heat 
Council, a promotional activity of the 
state group. But OHC 
doesn’t automatically make me a 
member of the state group. Similar 
conditions exist elsewhere. 

I recommend we have one national 
oil-heat group that is representative 
of jobbers, dealers and secondary 
suppliers. Major suppliers have no 
place in such a setup because their 


supporting 


Apparently there is some disagree- 
ment among jobbers — themselves 
whether they will be wanted or needed 
The Jowa Oil Spout, November ‘57, 
indicates jobber thinking in an im- 
portant jobber state that is contrary to 
the jobber thinking expressed in your 
article— “It seems to be the con- 
sensus of opinion that never has there 
been a more favorable atmosphere 
for jobber distribution.” | agree 100% 
with that consensus. 

Of the several hundred 
I’ve known over the past 25 years, I’ve 
never known one that went broke for 
other than normal reasons such as 
overextension of credit, lack of at- 
tention to business, lack of reason- 
chiv adequate initial capital, etc. 
and very, very few (I could count 
them on the fingers of one hand) for 
those reasons. 

| refuse to be pessimistic even 
in the face of the problems that do 
exist... I believe we are going to be 
able to be of increasing assistance 
to our jobbers who will remain opti- 
mistic with us. 


jobbers 


W. P. MARQUAM 
Manager, Trade Relations 
Pure Oil Co. 

Chicago 


Few Too Many? 


interests are entirely separate. Such a 
national group could be broken into 
region, state and county units. A 
member of a county unit would auto- 
matically belong to any of the larger 
units. Representation would be on a 
step-up basis from county to state, 
station to regional, etc. 

I admit it will be necessary to re- 
organize completely the associations 
as they now stand. But I think the 
only way to make any progress for 
our segment of the industry is through 
a strong, united grassroots-to-national 
level organization dedicated to the 
dealer-distributor. With such an_ or- 
ganization, fuel oil people would be 
in a position to bring pressure to bear 
when necessary on Congress and 
major companies. 

Anybody else interested? Let’s hear 
from you. I’m willing to help form 
such an organization. 

Russ Burns, 
President 

Home Fuel Oil Co. 
Ridgewood, N. J. 
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Three Ways to Run a Car Fleet 


B® The subject of “Three Ways to 
Run A Car Fleet” (Feb., p 150) is 
surely a controversial one in the pet- 
roleum industry. When one stops to 
think it out, the reason becomes ap- 
parent—no two companies run their 
operations the same. Some may have 
the same managerial set-up, but the 
management itself has a _ different 
philosophy—a way of handling men 
which ultimately reflects in the cost or 
results from any particular motor 
vehicle program. .. . 

I frequently refer to the operation 
of our department as running like a 
fruit stand. We have to be adjustable 
and, therefore, “what we lose on the 
apples, we or somebody else has to 
make up for on the bananas.” For 
instance, if we set out on a strict car 
rental program, we would immediately 
eliminate all of our reciprocity 
sources. Therefore, reciprocity is in 
some respects offset by the sharp pen- 
cil on the price of the vehicles. Other- 
wise we would be capable of buying 
equipment just as reasonably as the 
rental firms and nothing would pre- 
vent us from trading it in on the same 
basis. Many of these cars could be 
disposed of within the company itself 
among the employes. We don’t feel we 
would have any particular disposal 
problem if we adopted a similar pro- 
gram. 

Most of my findings on the rental 
program indicate that we have to pay 
a premium of approximately 15% for 
our money. That would seem reason- 
able because those putting money into 
the rental program have to have about 
that return on their investment or they 


would cease to be in business. All 
studies I have reviewed or made my- 
self reveal that where you have a large 
fleet, in reasonably concentrated num- 
bers to warrant your own repair and 
maintenance shops and trained person- 
nel, the total cost is cheaper to the 
company to own rather than lease 
With scattered small fleets that might 
be represenative ot single area Sales 
men or a type of operation where the 
fleet would be too scattered to war- 
rant their own shops, I would certain- 
ly look very seriously at a leasing 
program. 

Personal ownership should be en- 
couraged. We attempt to do it, al- 
though our fleet is approximately 
50% company-owned and 50% em- 
ploye-owned. We encourage employe 
ownership by giving them a rate com- 
parable to the company-owned car 
mileage cost. Therefore, there is no 
material difference between the cost of 
our employe-owned and company- 
owned car program. | like the em- 
ploye ownership plan because in most 
cases the company is represented by 
a little better equipment, since the 
employe is inclined to take better care 
of his own equipment 

Generally, I think most of these 
programs boil down to how sincere 
and dedicated transportation people 
are to the subject, and that means full 
consideration of the personnel as well 
as the equipment in the total trans- 
portation requirement 

CaLvIN T. THOMAS 

Vanager, Transportation Dept. 
General Petroleum Corp. 

Los Angeles 


Major Lag in Station Design? 


& Since the resumption of building 
activities after World War II, the 
majors have not made any noteworthy 
improvements in the design of their 
stations. Each company follows an al- 
most identical pattern to the extent 
that practically any major oil com- 
pany station can be converted into 
another company by merely changing 
the color scheme and signs. During 
this same period, the independent has 
refused to follow the leadership of the 
majors in station design. He has come 
into his own by setting new station 


admit their own stations’ obsolescence 
is evident in that they are retaining 
practically every well-known name in 
architecture in hopes that from these 
experts in modern design may be con- 
ceived the station of the future 

I have elected to take early retire- 
ment (from Pure Oil Co.) and plan 
to act in the capacity of consultant 
in station design. It is my intention 
to concentrate on the station of the 
future since I feel confident that my 
forty years experience qualifies me to 
produce the plans that industry now 


so that it 
slips in 
where 
others * 
won't 
1-1/2” fits 2” 
tank openings 
2” fits 3” tank’ 
openings. 
That's 
Unive rsal’s 
SUCTION 
STUB 
STRAINER 
Now, it’s easy 
to prevent 
damage to 
check valves, 
pumps and 
delicate me 
ter mechan- 
isms, caused 
by loose scale 
or other for- 
eign objects 
ever-present 
in storage 
tanks. 
Specuy 
Unive rsal’s 
#611 G! 
Made in just 
the right sizes 
to fit through 
any tan k 
opening, ef- 
fortlessly. Its 
cast iron gal 
vanized body 
is regularly 
furnished with 
a sturdy 8 
mesh galva 
nized screen 
Can be made 
in other body 
and screen 
materials to 
suit your spe 
cial needs 


Progress through better desipr 


UNIVERSAL VALVE COMPANY 


P.O. Box 444-N 
Elizabeth, N J 


styles which have met with public ap- seeks 

proval expressed in patronage. The C. A. PETERSEN 
multipump and the truckers’ lodge are 
the fruit of the independent’s _in- 
genuity. The fact that the majors now Green Lake, Wis 


Architectural Consultant Cy\/ 
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A NATIONAL SYSTEM /)i) 


THIS NATIONAL CASH REGISTER provides day 


y-day factual information to safeguard profits 


“Our Waltonal System 
saves us ‘2,040 a year... 


pays for itself every 13 months!”’—keter's Texaco Station 


Indianapolis, Ind. 


“Our modern National System is an 
especially valuable addition to our 
business,” writes G. B. Keller, owner 
of Keller’s Texaco Station, “because 
it eliminates detail work and pro 
vides current information on all 
transactions as a by-product of re 
cording the sale 

“Our National System classifies 
sales according to department. This 
provides us with a ready means of 
discovering which departments are 
making a profit and which are not 
Our National also has a separate 


cash drawer and sales total for each 
attendant, making each man re- 
sponsible for the money he handles; 
and it discloses his sales activity. 

“By reducing our operating ex 
penses and eliminating losses our 
National System saves us at least 
$2,640 a year, pays for itself every 
13 months!” 


ae ser el a 


owner of Keller's Texaco Station 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 
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Your service station, too, can profit 
from the increased efficiency and econ 
omy made possible by a modern 
National System. Nationals pay for 
themselves quickly through savings, 
then continue to return a regular year 
ly profit. For complete information, cal 
your nearby National representative 
today. He’s listed in the yel 

low pages of your phone book 


"TRADE MARK REG. U.S. PAT, OFF. 


CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES 


ncr paper (No Carson Required) 
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Money-Making Ideas 


About some eye-catchers to boost sales 
easy extra’ for your island service 


.. An 
. How to 


win friends by cleaning batteries 


EYE-CATCHING STUNTS help 
to make the sales talk stick in the cus- 
tomer’s mind. Here are two a Cana 
dian dealer likes and uses all the time. 
lo demonstrate tire construction, he 
reaches for what appears to be a new 
tire on display, but comes away with 
a section that’s previously cut 
away for that purpose. He also likes 
the stunt (borrowed from a manutac- 
turer) of turning a dry charge battery 
upside down to show it’s never had a 


been 


charge. 
tt 
> 
CAR OWNERS may prefer your 
stations if you lend them a handy new 
gadget for unloading ash trays. It’s a 
small receptacle that 
hooked over the car door. The driver 
can quickly and easily empty his ash 


trays while gasoline is being pumped 


or other service is being performed 


refuse can be 


> 
DRIVEWAY SIGNS can be anchored 
home-made 
method invented by a western dealer. 
General Petroleum dealer Don A 
Taylor of Spanish Forks, Utah, cast 
a pair of heavy feet trom 
a simple box form. A light steel tie- 
rod and pipe frame work anchored 
in place complete the supports for the 


sign 


against high winds by a 


concrete 


YOUR DEALERS who haven't 
tried it will be surprised at the friends 
they'll make by cleaning up around 
the battery tops on thei 
The car owner can see the dit- 
ference but he should also be told 
why an occasional cleanup prevents 
box 


customers’ 


Cars. 


self-discharge and keeps cables, 


and holddowns in good condition 
pe 
> 


DON’T THROW AWAY voltage 
regulators that aren't working. Man- 
ufacturers say eight out of ten can be 
repaired or adjusted by any 
with suitable testing equipment. It’s 
an easy, profitable service, they point 
out, and makes the customer a_ lot 
happier. 


dealer 


$ 


IF YOUR DEALERS think tire dis- 
plays are a lot of extra work and 
incentives plans cost too much money, 
tell them they're on the right track if 
they can produce a TBA ratio of $103 
per 1,000 gal. That’s the performance 
of Pure Oil dealer Wallace Brown of 
Haleyville, Ala., who doesn’t believe in 
either method. But he checks all tires 
on the island and in the lube bay, con 
stantly reminds all customers he can 
give them a plugs his 
budget plan, and talks up the road 
hazard 


good trade, 


Warranty 


SPRING FLOWERS 

. can make blooming good 
profits for you. Landscape your 
stations this spring with a theme 
built around your state’s official 
flower. Feature it in advertising; 
enlist the cooperation of local gar- 
den clubs and chambers of com- 
merce in setting up and publiciz- 
ing the display. You'll attract 
comments—and dollars, too. 


ACCOUNTS 
and it 


YOUR COMMERCIAI 
will this 
will help you build lube sales. At the 
time 
fleet, 
stickers 
spot, but put 
dashboard. It 
drivers to 


appreciate service 


you Service youl customers 
make out doorjam 
Paste one in the traditional 
another right on the 
will be a constant re 


check 


needs of 


duplicate 


minder to mileage 


against the service thei 


vehicle 
by 
ATING the 


dangerous 


truck 
unless 


larger size 


INFI 
tires IS a business 
you have a cage for protection against 
being struck by a locking ring if onc 
happens to let zo For service stations 
there’s a handy safety device: Just lay 
the tire and wheel assembly flat on the 
floor underneath the lift. Lower the 
superstructure until it rests across the 
That will take care of any ex 


ploding rings 


wheel 


5 


CANNED oil drainage ha 
ually its hidden, but 
one marketer has the system in full 


displa 
value, too. | 
view of customers oO they can 


how clean it 1s 


a, MEP Bet sy Otol Notes Fe eee) Np ence OS 
SPRING ROUNDUP is a catchy tag for a seasonal cus- 
tomer solicitation drive. Union Oil of 
in the Pacific Northwest last 


(above). R¢ 


rallon ive in 


fences, wagons, and other prop 


tions in the division registered 


as 50% 


California used it 


year, complete with rail a pretty successful roundup show 
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How many kinds of hose move oil to 
and where do you find them? 


Moving oil and related products from refinery to 
consumer requires close to a score of basically 
different kinds of hose. Many more are needed 
to perform the related jobs and services. 


Why so many? Because maximum service is 
obtained from hose only when it is designed and 
built to the job. 


In handling petroleum products, hose must do 
many different jobs calling for many different 
properties. Some types, such as Goodyear Style 
MH Oil Suction and Discharge, must be armored 
to resist bursting or crushing. Others, Goodyear 
Style BH Tank Truck, for example, must be soft 


and flexible for easy handling. Still other types, 
such as Style WWC Curb Pump Hose, must be 
extra-resistant to temperature extremes and 
abrasion. They must all be highly resistant to oil 
—rubber’s greatest enemy. 


An even wider range of basic properties is 
required of hose performing the related services. 
Goodyear has developed a complete line to meet 
these many specific requirements. Hoses con- 
structed to resist the punishing abuse of tugging 
and dragging, or compounded to resist the 
destructive action of lacquers and thinners. Spe- 
cially designed hoses for every purpose from air 








GOODYEAR 
Types of Oil Marketing Hose 


Suction Discharge 


market— P| So 244. sre aig co a 
Style WWC Gasoline Pump 
Aviation Fueling Hose 


Style 204-H Oj 
(Rough me 


pump to undercoating. 


Your Goodyear Distributor is the man to see for 
longer hose service at lower cost. He has many 
types of designed-to-the-job hose plus a wealth 
of experience from which to choose the right hose 
for you. Call him, today. Or write for details to 
Goodyear, Industrial Products Division, Akron 
16, Ohio. 


Goop? 


THE GREATEST NAME IN RUBBER 


Flexsteel, Pathfinder, Wingfoot-T. M e ¢ dyear Tire Rubber Company, Akron, Ohio 


15 





rEaASONS 

why 

permanently- 

attached 

couplings 
mean 
better 
service, 


bigger 


profits! 


‘ 
1 PERMANENTLY-ATTACHED 2 CONTINUING ECONOMY 3 MACHINE-ATTACHED FOR 4 LEAK-PROOF WITH 
HOSE COUPLINGS COST WITH PERMANENTLY- PRECISION FITTING AND FULL-FLOW 
LI than re-attachable ATTACHED COUPLINGS. FULL FLOW. You get a DIAMETER INSIDE. Scovill 
couplings. Modern hose is You do away with hidden permanently fitted permanently-attached 
of such good quality, lasts expenses involved in coupling every time... couplings are made 
o long, by the time hose reconditioning re-attachable there’s never a chance of from solid brass forgings 
needs replacing so do couplings. No time lost, less possible costly damage with ductile copper-alloy 
re-attachable couplings. paper work, no shipping, ete. — to hose. flow tubes 


For gasoline-pump hose... permanently-attached hose couplings by Tere hs L L 


For complete specifications on 
gasoline-pump hose couplings, 
write to Scovill Manufacturing Co., 
Merchandise Division, 

99 Mill St., Waterbury 20, Conn. 
Ask for Bulletin No. 570-H. 
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The Southwest 





Gulf Coast Refiners Hold Market Key 


TERRIFIC 
waged by 
Southwest to 


BATILES are now being 

refining companies in the 

trim their gasoline in 

ventories. Then 

success will large- 

ly determine how 

rough = marketing 

conditions will be 

this spring and 
summer 

As things stand 

right now, it looks 

as though market 

ers especially in 

the Southwest and 


By Marvin Reid Southeast are in 
Southwest Editor for some. trying 
times. 
[hat note is sounded 
because the refiners seem to be mak- 
ing very little headway in their battle 
They cutting back on 
runs last fall and have steadily pared 
them But the gasoline storage 
tanks continue to bulge. 
Oversupply, of course, is regarded 
by many as the root of 
troubles. Here on the Gult 
heavily concentrated refining area, a 
few 
wholesale 
down, 


pessimistic 


started crude 


since 


price war 


Coast, a 
sellers teal 
and 
prices to fall all the 


hard-pressed can 


cargo barge prices 
causing 
down the line 

How Come?—Why is it that 
refinery runs have been cut back trom 
10% to almost 50% at 
Louisiana plants, there’s been no cot 
responding drop in 
economist for a Southwest major sums 
it up this way: 


“Ever since we started cutting runs 


Way 
when 


most Texas 


inventories? An 


last fall, expected increases in demand 
have failed to materialize. So far, 
cutbacks have little more than 
keep up with declining increases in 
demand.” 

This 
hope of conditions changing 
he expects at most a 1% 
domestic gasoline demand during the 
first half of 1958 

“We lived with a 
problem during the 
“We 


just as 


done 


much 
In fact 


economist doesn’t see 


increase in 


big oversupply 
past gasoline 


season,” he says may as well 
bad, if not 
Phat 
is, unless something big happens t 
change the anticipated demand _ pic 
ture.” 


Veteran 


get ready for one 


worse, this spring and summer 


and 
Gulf 
rough 

through 


Cargo barge lot oil 


sellers on the Coast him 
in predicting 


“We've 


jon 


times ahead 


been some rough 
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periods betore, but | don’t think Ive 
ever seen it as rough as conditions 


have been since last summer,” says 


one with a quarter of a century in the 
cargo and barge market. “I 
should 


cunt see 


any reason why we expect 


conditions to improve, either 
Looking Back—As this trade! 
this isn’t the 


time production and inventories have 


and 


others point out first 
outstripped demand, weakening price 
But pre 


usually 


conditions across the board 


viously something has come 
along to bail out the industry 

In 1952, tor 
had marketers 


spring nationwide 


inventories 
that 
shut down 


instance 
worrted But 
strikes 
for 30 days or more By 
back on 
demand 
a more even keel 
World War Il, the Korean W 
and the Suez crisis had similar effects 
But the 


VON 


refineries 
the time all 
and 


were stream 


supply were back on 


Suez crisis ended with refin 
full blast and 
cutting back in time to 
demand. ‘They've 


battle ever 


eries refiners 
didn't Start 
offset the 


been fighting the 


drop in 
inventory 
since 

The Outlook 


dev elop, ol 


Another 
course, but nothing 
Sputnicks hav 
done is put stress on rockets and m 
solid tuels 
fuel 


Crisis ma 
indicated now. All the 


stiles that) use resulting 


n cutbacks in jet purchase 


The East 


Gone, the Old 


NEW |! 
ind old 
in the 


ACES pop 


faces are sporting 


in old place 
look ‘ 
East as jobberships change 


owners ind jol 


vitch 


e Sinclau 
finine Co 
a direc 
ot heats 
the W 
1) 
bouv 


fuel o1 


Cornelius Brodersen 
Fast Coast Editor 


Md SOMME 
Columbi: 


business of 


( hase 
nvolved 
arate 
marketing oil 


manutactul 
burner 


strikes now are remote 
thing 


down 


Chances of 
SO the 
is keep 


only refiners can do 


runs hope demand 


picks up more than they expect, and 
raise hell with their marketing depart 
that That's 


long, long summer 


ments to move vasoline 


why it may be a 
agents and 


fie ld 


for jobbers, commission 


other marketers out tn the 


Some Mutual Aid 


Marketers Assn 
up wilh 


Lourstana Oil 
research committee has come 


some interesting suggestions to help 


Louisiana service station dealers 


e Encourage establishment of 


state dealer association ind let job 


pers 


help dealer group) magazit 


tlong by advertising in it 
e Discontinue the practice of sell 
ing it the wholesale Price if 


individuals. Jobbers and other whol 
iler should al o discourage comme! 
chal their 
employe it 
[hese sugs 
Stud 


members were 


accounts from re-selling to 
cost 
result of 


LOMA 


thout high 


stions are the 
launched because 
disturbed 
imong dealers and 
the difficulties th 


turnovel 
ants, and 
In recruiting Service 
Ihe 
ind report it findings at 


May meeting in Nev 


Il continue tts st 


committee Ik 
LOMA 


Familiar Faces 


Wilmington 
taker 





Regions 


(Continued from page 17) 

supplier. Doran plans to build more 
stations for Cities to take over on 
lease arrangements. 


Black Market Blues 


It’s not too often that a supplier 
catches a dealer in the act of sub- 
stituting unbranded product for the 
supplier’s own. C. Norman Garrett, 
Esso official in Lancaster, Pa., did 
just that during a price war last sum- 
mer. 








When the case finally came to trial 

December, two former Esso deal- 
ers and a distributor were found guilty 
of fraudulent dealing in liquid fuel 
and fined $25 each and court costs. 

Garrett told the court his office had 
received reports over several months 
of an unmarked tank truck discharg- 
ing gasoline into the Esso station’s 
underground tanks at night. One night 
he went there with a camera and took 
pictures of the truck. When he at- 
tempted to get a picture of the license 


LOOK AT YOUR AIR COMPRESSOR THIS WAY! 


You may install it far out of the way, but your compressor works 


with you on dozens of jobs every day. 


That’s why it’s so im- 


portant to have a compressor you can rely on to give you depend- 


able low-cost air power for every need. 
Quincy Compressors with exclusive 


And that’s why rugged 
Safe-Q-Lube are preferred by 


service station operators and garagemen everywhere. Over 100 


authorized parts and service depots from coast to coast. 


for Catalog. 


uincy 


COMPRESSORS 


COMPANY 


ADDRESS 


COMPRESSOR CO. 
Dept. NPN-358 


Gentlemen: Send free catalog of 
Quincy Compressors for automotive use. 


Write 


QUINCY, ILLINOIS 





oo 








plate, the driver knocked the camera 
from his hands and bent the license 
to obscure the numbers. A neighbor 
recognized the distributor, James 
Bunting. 

Esso withdrew its pumps and tanks 
after the incident and has brought a 
civil action against the dealers, W. 
Wayne Curran and H. S. Kreiter. The 
December case was a criminal action. 

It seems a little “private-eye” work 
can be all in the line of duty for oil 
marketers. 


No More Small Drops 

Heating oil jobbers in Maine want 
to change state codes on oil burner 
equipment installation standards and 
handling and storing of liquids, to 
make home deliveries easier and 
cheaper. In the process, they hope to 
grade their work from customer- 
acceptance and safety angles. 

They want to put all 50-gal. storage 
drums that are above the ground floor 
on the scrap heap. The state now 
bars installation of anything bigger 
than a 10-gal. tank in such cases but 
seems to be mute on filling the older, 
larger drums. 

The Down-Easters say they waste 
too much time and money dragging 
oil hoses to upper stories to deliver 
between 30-35 gal. of range oil. Tanks 
can be installed outside, with the oil 
pumped up, they say. 

And they want outside fill and vent 
lines to 275-gal. basement tanks made 
mandatory. This would speed up de- 
liveries and lead to greater use of 
automatic degree-day systems. 


A Better Crystal Ball 

As an oil man, you probably want 
a close look at the way the weather 
stacks up a few days ahead. 

Then throw out your woolly bears 
(caterpillars). They can only tell you 
if the winter is going to be cold and 
mild, not when it will be so. 

Latch on to some leeches and put 
them in glass jars. During calm 
weather, they'll remain doggo at the 
bottoms. But 24 hours before a storm 
is going to hit, they'll start to climb 
up the sides. 

Nobody, you say, uses leeches to- 
day? You’re dead wrong. In England, 
Girl Guides—same as our Girl Scouts 

-are advised to take leeches on 
camping trips so they'll know what 
weather is ahead. 

his vital data comes from oil men 
in the metropolitan New York market 
who are co-operatively sponsoring a 
weather forecast on television and 
plugging automatic oil heat—with de- 
gree-day deliveries, not leech fore- 
casts. te 

More regions on page 21 
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Sure signs of a modern, 
well-rusr 








SMITHway 
dispensers 


On his way to work or play, the average 

motorist will pass scores of stations. Where he stops 
depends largely upon which station creates an 
outstanding impression — at a glance. 

In this situation, the station with SMITHway 


dispensers “‘out front” is way out in front in the battle 
to capture the motorist’s attention. Sleekly styled 
SMITHway dispensers also inspire confidence. They’re 
made by A. O. Smith—a readily recognized name that’s 
always been associated with high quality and performance. 
Are your stations equipped to fight the 

battle for motorists’ attention and dollars? If not 

it’s time to get a report on what SMITHway 
dispensers are doing in other sectors. See 

your representative or write direct. 
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A.O. Smith products, including dispensers, 
are regularly advertised in leading national 
publications, such as Saturday Evening 
Post. Time, Newsweek and Business Week. 
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METER, SERVICE STATION PUMP, DIVISIONS 
Factories: 5715 Smithway St., Los Angeles 22, Calif.; P. 0 
Box 50 sccasunna, N ff 5, Ga.; Chicago 
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5 units like the one pictured were delivered to Shell in 1957 


MASTER-CRAFTED BY 


COTITIZNS 


Jinerence that ictaton the (neice 


“MASTER CRAFTING’— the fine, hand- 
tailored workmanship of master crafts- 
men — makes Columbian semi-trailers 
the show-off units of any transport fleet. 


Compare these handsome Columbian 
units with others at any terminal or 
refinery. Notice the smooth shell, the 
straight and plumb skirting. Inspect 
the snug fit of cabinet doors, see how 
each tack or bead weld is as neat as 
custom body work. Even the plumbing 
of the pipe lines is expertly done, with 
no flow-restricting bends or angles. 


While it’s true that you can expect 
sound engineering, correct design and 
high quality materials from all depend- 
able manufacturers, they seldom equal 
the careful workmanship of Colum- 
bian’s long experienced craftsmen. 





Columbian designs, engineers and 

COLUMBIAN ASPHALT TRANSPORT builds maximum payload units of mild 

hauls asphalt at 400°. Fiberglas in steel, high tensile steel, aluminum or 
sulated, oil burners and tubes. WNa- Hy } 

Sarat: Haas dance sae dda stainless steel, for any hauling opera- 


big demand for this unit! tion, in strict accord with ICC and state 
. regulations. 


Whatever your requirements, you are 
assured of complete satisfaction and 
pride of ownership when you specify 

© © «e 
a Re transports and semi-trailers Master- 
can be provided in stee/, stainless Crafted by Columbian.” 


»r aluminum with any type fittings re 
quired for specific chemicals. Unit 
above used for hauling liquid sulphur. 
yo se 
4 momen | vate Gj 
é 
l&é& &, \ 


COLUMBIAN STEEL TANK COMPANY 


Te: . 9 
4NK wor 
S ForTHE P.O. Box 4048-|I Kansas City, Mo, 
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STEEL, Master-crafted by Columbian... First for Lasting Strength 





The Rockies 


Station 


A STATION OPENING by Frontier 
Refining Co. was the 
nationwide — television 
January. But the 
publicity cost 
Frontier a good 
deal less than the 
going rate for net- 
work telecasts. 

Here’s the se- 
cret: the dealer at 
the new Denver 
outlet is a man 
named Floyd 
Maple. As a long- 
time doer of good 
deeds, he was se- 
lected to appear on the “End of the 
Rainbow” TV program, which rewards 
good Samaritans. 

Maple’s  chiet 
one-year lease on the new 
He'd been working for a Frontier 
salary-operated station at Brighton, 
Colo., and had long wanted a station 
of his own. But his efforts to accumu- 
late the capital had met 
w th misfortune. 

He also was given a 6,000-gal 
stock of gasoline by Frontier, $4,000 
worth of TBA by Dayton Rubber 
Co., and a specially designed flashing 
sign by Everbrite Sign Co. The sign 
forms a semi-circle above the station, 
saying “End of the Rainbow.” 

What's more, the TV show ar- 
ranged to have the mortgage on 
Maple’s home cancelled; the mortgage 
was burned at the station opening 
And Maple received a new two-door 
Edsel convertible, and a completely 
equipped Philco kitchen. Total worth 
of the prizes was about $32,000 

Several of Maple’s friends appeared 
on the program to tell about his in- 
terest in helping other people. He has 
often lent money or extended credit 
to friends in financial difficulty. He 
gave kindly counsel to a boy involved 
in a water-skiing accident in which his 
own 16-year-old son was killed. 

The rewards for his good deeds 
visibly surprised Maple, who thought 
before the program that he was just 
going to help open a station as part 





scene of a 
show _ late 


By Frank Pitman 
Rockies Editor 


reward was a tree 
Station 


necessary 


of winning a Frontier sales contest 


Every One Different 


El Paso Natural Gas Products Co 
is expanding its service station build 
ing to a rate of SO new 
year. And no two will be alike 


outlets a 
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El Paso calls its new outlets “sia 
tions with a flair.” All are intended 
to fit into the western background ot 
El Paso’s market area. But it’s cer 
tainly a switch from the usual ap 
proach ot 
pany’s station designs 

The only 
will be a smple pole with the words 
“EL Paso” 
and a flame symbol rising above it 

The company says six new stations 
in Colorado, New Mexico and Utah 
are already proving the 
the new approach 

The 50-stations-a-year 
part of El Paso’s campaign to double 


standardizing one com 


common — identification 


on an oblong cross-piece 


validity of 
program ts 


its present 250 outlets by the end ot 
1958. It recently completed an 8,000 
b/d refinery at Ciniza, near Gallup, 
N. M., and is scheduled to put on 
stream another 8,000 b/d plant at 
Odessa, Tex., this spring 


Inspection Troubles 


Business growth, population in 


creases and rising taxes are posing 


serious problems for the Colorado oil 


The Midwest 





Regions 


Lease Lies at Rainbow's End 


inspection department. It can schedule 
Inspections of stations, garages bulk 


plants and truck tanks only 


> 4 


SY times 
a Veal 

We ought to do it at least three 
Harvey 


Some states do it every 


times a yeu suys director 
H. Houston 
month 

Colo 
rado had 3,983 serv ce stations at the 
end of 1957 


previous Veal 


Main cause of the squeeze 


compared to 3.365 the 
a gain of O18 
For the past two years, Colorado 
inspectors have been adjusting incot 
rect pumps at the time of inspection 
instead of reporting the error and 
leaving correction up to the station 
dealer 

Our service now saves the opera 
tor the $IS or $20 he used to have 
to pay a private mechanic to recheck 
and calibrate the pump Houston 
Says If the pump cant be placed 
In proper operating condition with an 
adjustment or calibration, we con 
demn_ it—take tt 
entirely—until the dealer can have 


repaired * 


out of operation 


How Highway Stations Differ 


INDIANA STANDARD wont oper 
ate the restaurants and gift shops it’s 
building at the five twin service-sta 
tion sites it was awarded by the IIb 
nois State Toll Highway Comm ssion 
(NPN—Nov. °57, p1l56). The com 
pany has turned that business over to 
Fred Harvey Co 

Indiana Standard’s deal with the 
toll road authorities differs in several 
respects from the deals made by maj 
ors and toll road officials in’ othe: 
parts of the U.S 
East 

The main difference 


particularly in the 


Indiana is ck 
signing and building its own service 
station facilities. In other areas, the 
majors have had to take the facility 
dreamed up by toll road officials 
One major on the New York Thru 
way found the exit road trom. the 
restaurant-station was too close to its 
pump islands and caused a bottleneck 
and a traffic hazard 
work it was able to get the Thruway) 


Through hard 


1 


to make the necessary changes at sta 


tions yet to be built 


(Indiana Standard ts building the 
Statons and restaurants itself because 
the commuission’s bond sales contract 
didn't provide suflicient funds for such 
facilities.) 

Ihe other big difference is the lay 


out of the restaurants Ihey will be 


located on overpasses over the road 


ind away trom the service station 
areas. This ts not unique, but on most 
Eastern toll roads, service stations and 
estaurants are side b re 

Iwo of the 
on the Rocktord-Wisconsin leg of the 
vhile the other three wall 
be on the Evanston-Indiana sput 

Ihe Rocktord-Wisconsin 
be ready late this year: the other 
ompleted until 
Stations will be ready when the 


tratln C onstruction 


service centers wall be 
new road 
route 
vill not be 


open tor 


will run about $13-million 


Cooperate with Co-ops? 
I he Minnesota Department 
Agriculture is trying to boost sal 


(Continued on pace 





STEEL, Master-crafted by Columbian... First for Lasting Strength 


Regions 


(Continued from page 21) 
cooperative-run service stations, and 
jobbers there are madder than hornets. 
The Agriculture Department says 
state law charges it with “aiding, abet- 
ting and promoting the co-op move- 
ment.” So Agriculture Commissioner 
Byron G. Allen sent a letter to 
210,000 teachers and state employes, 
asking them to buy oil products at the 
outlets of two cooperatives. With the 
letter went a credit card from Co- 
operative Credit Card, Inc., and a 


list of 145 co-op outlets in as many 
towns. 

Northwest Petroleum Assn. will seek 
a ruling from the Minnesota attorney 
general on the law’s constitutionality. 
If he can’t help them, the jobbers will 
seek a restraining order in court. 
They'll also try to interest other trade 
groups in the possibility that the 
State’s activity may spread to items 
like household appliances, farm im- 
plements, feed and grain, and hard- 
ware 


the RIGHT PUMPING SPEED 


” Ollicienet 


GRANCO does the job Dialomatically — just set the dial on yourGRANCO 
Variable Volume Pump for positive control of product output. 


Ideal for Bulk Transfer, Processing, Blending, Liquid Fertilizing 


and many other operations. 


GRANCO Vari-Caps, pump at the capacity you DIAL, using standard 


power equipment. NO gear changing, NO special motors, NO slide 
rule calculations required. It’s’ ECONOMY from FIRST to LAST! 


Granco can solve your pumping problems... 
write for Engineering information, TODAY! 


GRANBEF.G 
CORPORATION 


Manufacturers of 


| | az 
Gy Lem be 
Granco) PUMPS AND METERS 
ahs 1308-67th STREET 
OAKLAND 8, CALIFORNIA 





H. F. (Hiff) Horning, executive 
secretary of the NPA, notes that out- 
lets of county cooperatives weren't 
listed in Allen’s letter—only those of 
Midland Cooperatives, Inc. and Farm- 
ers Union Central Exchange, Inc. 


Watch the Ad Claims 

Wisconsin marketers who claim to 
sell premium gasoline for the price of 
regular are being investigated by the 
state government. Before taking action, 
Wisconsin must answer a tough one: 
at what octane count does regular gas- 
oline become premium? 


Discount Houses Spread 


It seems California has no monop- 
oly on discount-house gasoline mar- 
keting (NPN—Jan., p21). Government 
Employes Mart in Kansas City, Mo., 
was blamed for a price war that 
broke out there in January. 

GEM had been in operation sev- 
eral months without disturbing local 
postings. Then a private brander with 
stations near GEM cut his prices 5¢ 
gal. to meet GEM prices. Other pri- 
vate branders followed, and then the 
majors moved down to within 2¢ or 
3¢ of the private brand-GEM level. 

One Kansas City marketer said 
GEM sold an estimated 240,000 gal. 
of gasoline in December, and loss of 
this business prompted the price- 
cutting. 


Still More Switches 


Searle Petroleum Co. of Omaha 
has switched its private-brand gaso- 
line distribution to the Frontier Re- 
fining brand. The Frontier flag now 
flies at 25 new outlets in eastern Ne- 
braska, Kansas, South Dakota, lowa 
and Missouri. Western Iowa and 
northwestern Missouri are new terri- 
tories for Frontier. 

Searle, primarily a grease manufac- 
turer and compounder. says the pub- 
lic trend to brand-name recognition 
is the big reason for its switch. 

Southwest Grease & Oil Co. has 
acquired Battenfeld Grease & Oil 
Corp. of Kansas City. The basic op- 
erations of both companies will con- 
tinue as in the past, with the first 
combined effort in the field of re- 
search and development. 

The Battenfeld operation in Los 
Angeles also goes to Southwest. But 
Battenfeld Grease & Oil Corp. of 
New York continues as an independ- 
ent operation. The New York com- 
pany bought out the Kansas City com- 
pany’s interest in it. eS 

More regions on page 25 
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like ‘em 


OBLON 


.../n quantity and quality 
for quick delivery 


Oblong or round... whatever type anti-freeze can you 
want, Continental has it! The popular, prestige-pack 
oblong can saves space, offers easier stacking and han- 
dling. Both types are precision-made by Continental 
to meet highest quality standards. Whichever you 
choose, Continental gives you fast delivery of all the 
cans you need, when you need them. Take your pick 
of style, but pick Continental for highest quality and 
outstanding service. Call Continental today. 
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Also round quarts! 


Of course Continental also 
makes round quart anti-freeze 
cans to give you a complete 
selection 


CONTINENTAL 
CAN COMPANY 


Eastern Division: 100 East 42nd Street, New York 17 
Central Division: 135 South La Salle Street, Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 5595 Pare Street, Montreal, Que, 








The oil industry knows NPI can deliver 


For years NPI has served the varied 
WEON PRODUCTs Needs of both the largest and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 
ima, Ohio U.S.A. with years of trouble-free use built into 


INCOR PYPORAT ED 


them has been met. In addition, the ca- 
pacity to deliver on schedule, without 
fail, has established NPI as the most 
reliable supplier of illuminated filling 
station signs. 


FOREIGN AFFILIATES 


We operate filling stations. Please have The services of a Signvertising® Engi- 
a Signvertising Engineer call. neer to help you modernize your entire 
sign program are available with no obli- 
NAME gation. Just use the coupon at the left. 
TITLE 
WRITE TODAY — Use this coupon to get 


ase the services of a Signvertising® Engineer. 
ADDRESS No obligation. 


CITY 
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Regions 
The 


Putting the Phillips 


In Philzona 
A FAMOUS OIL NAME is adding 


luster to a new jobbership in Arizona 

John Phillips, grandson of the 
P founder of  Phil- 
lips Petroleum 
Co., heads Phil- 
zona Petroleum 


West 





Co., a Phillips 
66 distributor in 
Phoenix. 


Philzona was 
started in August, 
1956, when John 
Phillips bought 
Mackey Oil Co., 


a local self-service 


By John Shinn 
West Coast 
Correspondent Station chain. It 


became a Phillips jobbership early last 
year. 

Philzona is converting all the for 
mer self-serve outlets to standard 
Phillips stations. The company has 12 
stations, all handling the full Phillips 
line. 

John Phillips is an old hand at oil 
production work in southwest fields 
He’s also a rancher. But this is his 
first fling at marketing. He’s looking 
forward to an aggressive merchandis 
ing and promotion program. 


Richfield Reorganizes 
Richfield Oil Corp. of Los Angeles 


has revamped its sales setup to 
strengthen district management. Dis 
trict sales managers have been given 
direct line supervision over all sales 
activities in their districts 

Salesmen formerly reported to 
branch managers, who in turn re- 
ported to district) supervisors. And 
roving SUPervVISOrs of COMMISSION 
agents now report to district) man 
agers instead of division managers 

A new post has been added in each 
of the nine districts, too—that of re 
tail supervisor. The title of special 
representative has been changed to 
wholesale supervisor. 

Richfield) didn’t make this move 
before now because “we haven't had 
until now the seasoned manpower to 
staff these positions,” says assistant 
general sales manager James Foste! 
Vice president W. G. King, Jr., ex 
pects the reorganization “will give us 
a more favorable position in today 
highly competitive market and will 
enable us to give our customers a 
more uniformly high standard ot 
service.” a 
More regions on page 26 
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Regions 


nico DRUM ie dai 
RECONDITIONERS ‘Chills Warm Up 


enigl Florida Oil Men 
DRUM RINSE RS THE SUNSHINE WAS THIN in the 


Sunshine State this winter: Florida 
fo? ee suffered its most severe weather in 
20 years or more. 


CHEMICAL | , Old timers say 


they can’t remem- 


PETROLEUM | a ber such a win- 


fer.* 
Tremendot 
FOOD : losses pocene felt in 
AND | i citrus, winter veg- 
PLASTICS || ae ane 
There were some 
INDUSTRIES | Cre were “oe 


By C.E. Wrish setbacks to 

y C. E. Wright aes ; 

NPN Correspondent early season tour- 
ist business. 


Fuel oil dealers, however, from 
ne | bulk terminals to peddlers, had their 


The PORTCO DRUM RECONDITIONER, with “TWIN- || biggest workload in many a year. And 


is ; . service stations had an unusual boom 
4’’ system, s S - ide, cleans contents || ; 
HOSE” system, strips paint from the outside, cle conte ict aeisiale sald. eile: tide aaa 


from the inside and rinses and dries both interior and exterior |} of antifreeze. 

of drums, with a single handling . . simultaneously, automatically. || Two sustained cold spells in Decem- 
; > . . ber and January brought on the de- 
Models available with capacity ranging from 92 to 542 drums mand for heating oils. The cold 
per 8 hour day. extended to Key West, the U. S. 
. ‘ ; ‘ : : southernmost point, and Miami had 
The PORTCO method is unique in that it thoroughly cleans 10. days of 7 ene Sean AG he 
the top head, inside, without leaving a deposit of grime, grit, || 23 degrees below the norm of 69. 
sludge, etc. Temperatures went as low as 12 de- 
grees in the central part of the state. 
Major oil company terminals were 
| well stocked; the problem was getting 
The PORTCO model 2K heating ony oem as ag e" it 
eS was wanted. For-hire carriers had to 
DRUM RINSER is a = work night and day. The manager of 
portable, compact, self- By « ip . one says, “We’ve really been sweating 

contained unit, in the low : ‘ees / ; it out.’ . 
seed field. for thoroush- = ‘4 “What made the situation unusually 
n= - in b : of k difficult,” says a St. Petersburg re- 
ly rinsing the interior of -— | tailer, “is that November was un- 
end-filler, side-filler and bal 3 usually mild. We tried to get people 
to let us fill their tanks without suc- 
cess. When the cold struck in mid- 
December, almost everybody was out 





open head drums, as well 
as carboys and other in- 


dustrial containers, where only interior rinsing is desired. of fuel or would have been shortly.” 
To make matters worse, some 


INSTALLATIONS IN USE THROUGHOUT THE WORLD || People followed the old Florida cus- 


tom of telephoning three or four 


FOR OVER 20 YEARS — DESIGNED AND BUILT FOR dealers, hoping one would make a 
RUGGED, EFFICIENT SERVICE. quick delivery. When the second, 


| third or fourth truck arrived, the tank 








(Continued on page 31) 


| was glad he didn’t throw away the heavy 
| overcoat he’d brought with him from the 


26-58 FORE STREET * PORTLAND, MAINE © U.S. A. North. He wore it only once before this 

winter, and that was his last season up 

ENGINEERING DESIGN ¢ SPECIAL MACHINERY ¢ STEEL FABRICATIONS North. His wife had to eet her fur coat 
Established 1846 out of storage for the first time in four 


years. That’s really cold. 
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| | | 
, | MM 


All four panels swivel 
180° and lock with key. 
No doors or racks to 
store—ever! You close 
up station in seconds. 


Two peg-board inserts 
ire furnished for display 
ing TBA items, snapinto 
place quickly over empty 
panels. Alsoswivel shut 





Self-contained TOKHEIM LuBar features four swivel-lock 
display panels — displays oil and TBA in every direction! 





Eliminate the trouble and cost of moving equipment 
to and from the islands daily. Self-contained LuBar 
is a permanent installation. No doors to store—just 
four convenient display panels which swivel open to 
start selling—swivel shut to close and lock up. 

Two peg-board inserts are furnished with each 
LuBar. You can display oil on all four sides, (60 
quarts) or snap inserts into place on empty panels 
for TBA displays. 


Special sections on two sides drain six “empties” 


There is no substitute 
for TOKHE/M QUALITY/ 


at a time, drop them into removable “can-tainer”’ 
when fully drained. Compartments also provide 
storage for pouring spouts. Good housekeeping is 
easy with LuBar! 

Install LuBar diagonally, or flush with pumps. Either 
way it improves the island. Display large accessories 
or an advertising message on the flat top. Put this 
remarkable, new merchandiser to work at your sta 
tions today! Phone your Tokheim representative, of 


write factory for literature 


vets Divis 


Genera Prods a” 
TOKHEIM CORPORATION 
OKHEIM DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 WABASH AVE. SINCE 1901 FORT WAYNE 1, IND. 


Subsidiaries: Tokheim N. V., Leiden, Holland 


GenPro, Inc., Shelbyville, Ind. 


Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont. 
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These new Chevrolet heavyweights are true 
big-tonnage units ... trucks built from stem 
to stern to save you time and money on big 
jobs. Here’s all the proof you need! 


Chevrolet heavy-duty models for ’58 are “big 
truck”? all the way—big-muscled and tough as 
they come with the industry’s best known big- 
truck components. They’re ready to move moun- 
tainous payloads with G.V.W.’s that go all the 
way up to 36,000 lbs. They’re ready to keep you 
going and saving with powerful, high-torque V8’s 

. durable Eaton and Timken axles .. . rugged 








New Process, Spicer and Powermatic transmis- 
sions . . . big, safe Hydrovac, Air-Hydraulic or 
Full-Air brakes sturdy cast spoke or disc 
wheels . . . mighty Triple-Torque tandems .. . all 
available either as standard equipment or as 
extra-cost options. 


Famous work-proved big-truck components 
such as these (and there are many more) are 
reasons why you can count on the heavyweight 
Chevrolet of your choice to stay on your job and 
save on your job! Look ’em over at your Chevrolet 
dealer’s. . . . Chevrolet Division of General Mo- 
tors, Detroit 2, Michigan. 


YOUR BEST BET’S CHEVY IF YOUR HAULING JOB IS BIG! 


cir NEW CHEVROLET 
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BIG MUSCLE (AND HUSTLE) UNDER THE HOOD! 


Revolutionary Workmaster V8, stand- 
ard in Series 90 and 100. This all-new 
engine puts out 230 h.p. to reduce 
running time, 335 ft.-lbs. of torque to 
pull you through the tough spots . 
yet it maintains a low r.p.m. level, a 
moderate engine speed. This low r.p.m. 
factor spells economy—lower day-to- 
day costs than you’ve ever known 
before in big-tonnage hauling. It’s the 
result of Wedge-Head design, a power 
and economy producing type of con- 
struction no other truck engine offers. 
And those rugged heavy-duty features 
listed at the right help provide match 
less big-truck performance, too! 
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No other truck engine at any 
price gives you this complete 
lineup of top-quality heavy- 
duty features: 


Valve-in-head design « Hy 

draulic valve lifters ¢ Sodium 

cooled exhaust valves ¢ Positive 

type exhaust valve rotators « Hard-faced 

exhaust valves e Hardened exhaust valve 

seats ¢ Induction hardened crankshaft ¢ Fully machined 
combustion chamber e¢ Chrome-plated top piston ring 
Moraine 400 extreme-duty bearings e Full-Flow oil filter 
Oil bath air cleaner ¢ Positive crank-case ventilation « Cen 
trifugal-vacuum type governor ¢ Heavy-duty 5-blade fan 


| 
Fi 


% 








Below: After 20 years 
v 


ro on ae with 


stainless 


containers 


from 


The comparison above is proof of the lifetime service you get from USS Stainless con- 
tainers. The longer you use them, the more you save. If yours is a product that needs 


the extra protection of stainless, then profit from US Steel’s unequaled experience with 
‘ . . “ = . 5 65 Starnlass feel online 
this type container. Exclusive welded chimes ... reinforced rolling hoops... five to r 


55-gallon capacities. Send for this free report on USS stainless containers . . . . 


Profit from all 5 of these U.S. Steel extras, too: 


Eye-catching containers — your containers not only ship your product, but advertise 

it, too — when color-decorated by U.S. Steel. 

Best rust protection —there’s more zinc phosphate on every USS rust-inhibited UNITED STATES STEEL PRODUCTS 
container. DIVISION 

Prompt container delivery — oa 7-point factory system gives you next-door service UNITED STATES STEEL CORPORATION 
anywhere — any time. 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
Personalized container service — your U.S. Steel salesman makes it his business to Lise Aineeihen qiihiineide, Cittt, » Castile, tenes 
understand yours — to help you get the right containers for your needs. Chicago, III. © New Orleans, les e Gavan; Pg. « Camden, NJ. 
Widest container variety from 2'/2-gal. pails to 55-gal. drums, including stainless 


USS STEEL DRUMS (© 


Oe ee ee ee Se S TATE S : a oo ee 
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(Continued from page 26) 


had already been filled. That made it 
no easier for fuel oil men to 
everybody. 

Other things complicating the task 
of Florida heating oil dealers: 

e Few Florida homes are built for 
prolonged or extreme cold weather. 
Space heaters are the most common 
equipment, and they're adequate only 
down to 40 to 60 degrees. 

e Builders and homeowners tend 
to install 55-gal. tanks. This small 
storage means dealers have to make 
more frequent deliveries during cold 
spells. 


serve 


Snap, Crackle, Pop 


Esso Standard Oil Co. 
new dietary fad from 
credit cards. 

It seems an Esso customer in Little 
Rock mailed in his wife’s shredded 
card with a note reading: 

“This is all that’s left of my wife's 
card after my two-year-old finished 
eating it. He doesn’t have all his 
teeth yet, or he would have had the 
rest of it down. Please send her 
another and we'll try to keep it out 
of his reach when he’s hungry.” 

Esso sent him a new card with the 
reply, “We have a lot of Esso cards 

. so let him enjoy them.” a 


reports a 
Arkansas 


Sun Closes the Gap 


Sun Oil Co. is constructing 12 new 
stations in Charlotte, N. C., as 
of its long-range campaign to 
the gap” in its East Coast operations 
Sun has been moving south from its 
Norfolk, Va., district and north from 
its Jacksonville, Fla., district 
mid-1955, 

The company now has 25 stations 
in’ North Carolina, with a_ district 
office at Greensboro. Two Sun sta- 
tions recently opened in Charlotte 
were the first in the southern part of 
the state. 

Sun now has 10 outlets in Georgia, 
all in the southeastern section. 

Company officials say Sun stations 
in South Carolina—where the gap is 
definitely part of thei 
long range planning. No specific build- 
ing plans have been made yet. ® 


part 


“close 


since 


widest—are 


*,e . 
Cities Consolidates 

Cities Service is securing markets 
in the Southeast: Arkansas Fuel Oil 
Corp., Cities’ southern subsidiary, has 
bought out four jobbers and split up 
another with Cities Service Oil Co. 
(Pa.). AFO says it’s just moving in 
where age or illness compels a jobber 
March, 1958 + 
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to retire and no other jobber can be 
found to buy him out. 

Here’s what AFO has bought: 

e City Oil Co. facilities, Murfrees- 
boro, Tenn. City Oil serves 11 dealers 
and 50 consumer accounts. Its opera- 
tions are now headed by Marvin F. 
Adams. 

e East Alabama Oil Co.’s facilities, 
Anniston, Ala. This jobbership serves 
15 dealers and 37 consumer accounts. 
Kobert B. Smith, former AFO district 
manager in Birmingham, takes over 
as distributor. 

e R. S. Kennedy Oil Co., with a 
3-million gal. annual volume in and 
around Knoxville, Tenn. AFO gets 10 
controlled service stations, 42 dealer 


accounts, 42 commercial accounts and 
a bulk plant. Don C. Francis, former 
Miami assistant district manager, be 
comes distributor. 

e The Greenville, Tenn., operation 
owned by George T. Bitner and Sam 
Freeman. Annual volume: about 1.8- 
million gal. through 11 stations and 
several consumer accounts. Bitner re 
mains as retail distributor 

Arkansas Fuel and Cities of Penn- 
sylvania are splitting National Oil Co. 
of Richmond, a 61-year old jobber- 
ship with a 33-million gal. annual 
volume. Nationa. Oil, which was a 
Cities distributor for the rast 10 years, 
marketed in 28 cities from Richmond 
to Jacksonville, Fla 
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The Morrison Compact Valve Control eliminates “Pipe 
Fitter’s Dreams” in hooking up Bulk Plants. 
lines from the tanks to the pump. 
Fig. 343 Concentrated Control is 
Compact — Easy to Install — cuts out guess work and 


WRITE FOR COMPLETE DETAILS TODAY. 


$ $ 3AVS 


run the 
does the 
Simple — 


Just 
The control 


$ $ 3AVS 








MORRISON BROS. COM PANY 
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Another 
Father-and-Son 
RICHFIELD 
Distributor 


THREE GENERATIONS: Larry Setzer, head of L. H. Setzer Petroleum 
Company, Camp Hill, Pennsylvania, and his son, Bob, relax on a Sunday 


afternoon with Bob’s 3 daughters 


holding Larry’s hand is Suzanne 


Wise Choice 


Family Man Chooses Richfield 


In Larry’s arms is Carolyn, 1 year old 
7; on swing is Marianne, 3 


For Family’s Future 


Ask Larry Setzer, head man of 
Setzer Petroleum, why he chose a 
Richfield Distributorship ’way 
back in 1937. And Larry will tell 
you pronto: “Because Richfield 
offers the Independent Distribu 
tor the best deal, bar none. The 
Richfield name has instant accept 
ance, and that put me in business 
right away. And Richfield builds 
for tomorrow, which fits in with 
my son Bob’s plans for the 
future 


“Something else, too: Richfield 


sure knows how to cooperate with 


a Distributor. They don’t just 
promise help— they deliver it! 
They see to it that the brand is 
advertised and merchandised 
They don’t compete with you 
And you stay independent. I rec 
ommend an Independent Richfield 
Distributorship for a profitable 
present, a great future!” 


THERE MAY BE an Inde- 
pendent Richfield Distributorship 
ivailable in your territory. We 
suggest you write, wire or phone 
us now. Make the right choice for 


your family! 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 


Serving the Eastern Seaboard from Maine to Florida 





Regions 


Canada 


Dealers Here Also 
Ask State for Help 


QUEBEC GASOLINE DEALERS 
and garage operators are asking the 
provincial government to help them 
solve some of their problems. Here's 
what their association is asking for: 

e Formation of a government 
commission “with professional repre- 
sentation” to “stabilize and control 
the issuance of permits.” 

e Minimum standards for garage 
Operation permits. These would in- 
clude equipment worth at least $3,000; 
space for repairing at least two cars; 
and employment of a competent me- 
chanic. 

e Stabilization of costs for per- 
mits tO Operate garages, service sta- 
tions and towing trucks. 

e Government enforcement of 
closing hours when requested by a 
given percentage—as yet undeter- 
mined—of dealers. (Its 75% in On- 
tario.) 

e Color coding of tax-free gaso- 
line for farm use so it can’t be resold. 

These recommendations are admit- 
tedly aimed at cutting down “over- 
building” and supplier control of some 
aspects of service station operation. 
Ihe dealers claim Toronto saw turn- 
over drop from 50% to 14% after 
closing hours were regulated. 

The Quebec operators also com- 
plain that fleet Owners are using gar- 
age permits “obtained by misrepre- 
sentation” to buy merchandise at the 
same discount as gasoline dealers. 

Canadian suppliers are only a little 
worried, since the odds are against 
the dealers’ getting all they want 
from the provincial legislature. 

One supplier official admits Quebec 
lacks legislation like Ontario’s Gaso- 
line Handling Act, covering safety 
factors and other aspects of station 
operation. He says most. suppliers 
wouldn't object to that 

But few Canadian majors are happy 
about a new drive for regulation. 
They see a connection between the 
dealers’ campaign and this. 

Following the dealers’ petition, the 
private bills committee of the Quebec 
legislature ruled to restrict the num- 
ber of gasoline outlets in Valleyfield 
to 35. This was done at the request 
of the Valleyfield city council; Valley- 
field is a growing industrial center 35 
miles south of Montreal. i 


What Are They Saying? 
Find out on page 35 
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FREE: 

photos of 

existing types— 
variety of floor plans. 


No obligation. 


WRITE TODAY 
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Sales go up...maintenance costs go down... when you 


present your merchandise in a showcase like this. 


LUSTERLITE Porcelain Enameled Service Stations dis- 
play your company trade marks and products smartly, 
proudly, distinctively. LUSTERLITE Buildings are bright 
and clean—and they stay that way without heavy 
maintenance costs. All building surfaces are finished 
in lifetime porcelain enamel. 

Remember: Your stations are your only personal, 
permanent contact with your customers. Make them 
true showcases for your product—now, and for years 
to come...in present locations, or moved as traffic pat- 
terns shift. Your own designs, faithfully executed in 





PORCELAIN ENAMELED SERVICE STATIONS 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 


A DIVISION OF THE EAGLE-PICHER COMPANY 





ON DUTY IN 





FRAM =—- WARNER LEWIS 
LIQUID SEPARATOR/ FILTERS 


146 of these FRAM-WARNER LEWIS vertical water 

separator/filters now are on duty at United States Air Force 

bases in Spain. Designed and manufactured by the world leader in 
filtration and separation, this equipment fulfills a strategic 

role in the nation’s defense — not only in Spain but also in many other 
global spots. Warner Lewis separator, filters 

remove water and solids from liquid fuels to highest 

specification standards. Revolutionary features 

assure simplified, minimum maintenance 


*Installation by 


Samford-Markowitz, Contractors. 


* TULSA, OKLAHOMA 


~DIVISION OF CORPORATION 
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What They’re Saying 


About the outlook for lube sales .. . living in 


a world of color .. . nylon tire sales . 


assuming 


retail responsibility .. . the petroleum economist 


66 Chances for indefinite (lube grease) 
growth are somewhat limited. Boost in 
stature must come from accomplish- 
ments. That’s why promotional and 
marketing activities are going to be 
stressed.” Jack W. Lang, past presi- 
dent, National Lubricating 
Institute. 


Grease 


GC We are living in a world of color. 
When color TV comes in, the impact 
will be greater. The color of stations 
and the color of lights will drag motor- 
ists in off the highways.” Ed Wimmer, 
vice president, National Federation of 
Independent Business, Inc 


6¢ In the past year there has been 
about a 60% increase in the sale of 
nylon tires in the passenger tire field. 
Presently, about four out of ten tires 
sold in the replacement market are 
nylon and it is expected this year about 
six out of ten will be nylon.” Jackson 
L. Hayman, fire merchandising sec- 
tion, E. I. du Pont de Nemours & Co 


6¢ Perhaps retail dealers can gain 
in some mysterious way by waging a 
cold war with all other branches of 
the oil industry, and by supporting 
measures like S-11 that can do serious 
harm to small manufacturers, to farm- 
ers and to other members of the com- 
munity. I just do not see how they 
can advance themselves by these 
means. It has never been done before 
by anyone.” B. L. Majewski, Great 
American Oil Co., Chicago, Il. 


G6We have let price wars affect us 
in a way that is leading inevitably to 
marketing chaos, and possibly govern- 
ment regulation . Primarily it has 
come about because we have stopped 
competing on the basis of high stand- 
ards of operation and have become 
preoccupied with a price sign as a sub- 
stitute for salesmanship and service 
In order to reverse this process, each 
of us—the retailer, the distributor, and 
most of all, the supplier— must as- 
sume retail responsibility.” Dwight 
Colley, marketing vice president, At- 
lantic Refining Co. 


6¢ The industry itself, rather than 
any school, had to produce its own 
breed of economist, the petroleum 
economist. We have one thing in 
common: we are creatures of the man- 
agement of our respective companies. 
We learned our lessons in this science 
on the firing line of active operations 
of an oil company.” Serge B. Jurenev, 
chief economist, Continental Oil Co. 


66 Each year our industry pays a 
tremendous toll to outside organiza 
tions who want to protect and control 
use (of petroleum equipment). We 
probably have the most 
‘treedom’ of any nation in the world 
Generally, we have only ourselves to 
blame for lack of initiative, deter- 
mination and courage.” Clarence F. 
Reinhardt, engineering projects co 
ordinator, Phillips Petroleum Co 


regulated 


6¢ Today’s car, if built with 1908 
methods and labor, would cost over 
$65,000. Automation has kept the 
cost down to a level.” 
Edward Ragsdale, vice president, 
Buick division, General Motors Corp. 


reasonable 


6 It is less likely that atomic energy 
will become very important in heat 
ing of dwellings. This seems to be 
economical only population 
density is exceedingly high so that a 
central heating plant of considerable 
size can be used.” Dr. Edward Teller, 
associate director, radiation lab, Uni 
versity of California. 


where 


NPN’s Saying-of-the-Month 


“ Is it not logical that service can 
not be sold but must be bought? If 
it is good, you don't have to sell it 
If it is bad, it is economically un 
feasible to try to sell it. Ask yourself 
these questions: Do I have service that 
is worth buying? What is my motiva 
tion—100% 
satisfaction? People will drive 15 miles 
to get their favorite dish of ice cream 
How far will they drive to get my 
service?” John A. Williamson, sales 
consultant, Birmingham, Ala. 


absorption or customer 
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+ Your surest protection 
against fire 
and collision losses. 











No. 10 SAFETY 
SHUT-OFF VALVE 


for multiple service 
Station pedestals of 
remote pumping systems 
or installations where 
elevated tanks keep 
pressure on dispenser 


OPW'S No. 10 Safety Shut-Off Valve 
when installed below the 
form level 


island plat 
provide s the fastest acting 
most reliable safety control available 
Should 
fire strike—should pedestal be bumped 
or overturned, the No. L0O's 
sensitive mechanism shuts off flow of 
Klimt 
protects underground 
Valve can bn 


manually to make 


for remote pumping tems 


fool prool 


gasoline instantly—positivel 
nates hazard 
piping and_= storage 
closed pump re 


pairs 


GET MAXIMUM PROTECTION! 
WRITE FOR FREE BULLETIN F-29 


OPW CORPORATION 


2735 Colerain Ave. Cincinnati 25, Ohio 
Kirby 1-5400 
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‘EXTRACTA’ PUMPS 


THE MOST ECONOMICAL TROUBLE- 
FREE REMOTE PUMP EVER OFFERED 


TRIED © TESTED © PROVEN 


YOU CAN'T GO WRONG WHEN YOU INSTALL 
GENUINE ORIGINAL RED JACKET "EXTRACTA" PUMPS 


RED JACKET "FIRSTS" 


V/, H.P. REMOTE SUBMERGED GASOLINE PUMPS 
% H.P. REMOTE SUBMERGED GASOLINE PUMPS 


Y%, H.P. SUBMERGED BOOSTER PUMPS FOR EXISTING STATIONS 
USING SUCTION TYPE DISPENSERS 


EXTRACTIBLE SUBMERGED PUMPS THAT ELIMINATE PUMP PITS 
® PUMPS THAT AUTOMATICALLY STOP WHEN STORAGE TANK IS EMPTY 


INSTALLATION AND OPERATING ADVANTAGES 


Save over $600 per station 5. Simplified electric control panel — 
another Red Jacket ''First."’ 


2. Permits economical, unlimited 
flexibility in station design— smaller 6.1/3 H.P. readily handles 
piping, larger tanks, greater bury 8 dispenser stations 
depth and longer laterals ; ; 
No mechanical seals or stuffing boxes 
Quiet — out of sight — 
lubrication and maintenance free . Use of Red Jacket remote pumps 
no longer requires 6 or 8 dispensers 
4. No shut-off valves required in lines to justify cost of remote type stations 
between pump and islands — ee ’ 
a Red Jacket First.’ Underwriters’ Laboratories approved 


. For large and small stations 


Complete, sturdily packaged with 
all necessary controls, manhole 
and fittinas 


—_— ; 
« lah ce. = i Ly a 


LOL. iz YY a 


M3 “CECE 
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: 
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TYPICAL REMOTE GASOLINE 
PUMP INSTALLATION 
(For new stations) 


RED JACKET MANUFACTURING CO. 
Petroleum Equipment Division 
P. O. Box 270 Davenport, lowa 
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Northwest Petroleum 





Humdinger of a Problem 


ON TOP of the usual jobber problems 

commercial account sales by ma- 
jors, subnormal markets, over-supply 
of product, station overbuilding by 
majors, trading stamps jobbers 
who belong to Northwest Petroleum 
Assn. have another honey: a_ state 
supported agency in Minnesota ts out 
to boost the sale of gasoline, motor 
oil and IBA at cooperatives. 

Ihe bomb was dropped a few days 
before the annual NPA’ convention 
opened its doors in Minneapolis. Nat 
urally, Minnesota jobber members of 
the two-state jobbers’ group were con 
cerned. 

Here’s what happened 
agriculture commissione! 
Allen sent a letter to a reported 
210,000 educators, teachers and state 


Minnesota 
Byron G 


employes enclosing a credit card and 
telling them to use it at their local co 
op outlets. He even sent along a list of 
145 co-op stations in as many towns 

Jobbers—whose taxes pay part of 
the cost of operating the state Agri 
culture Department don’t think it 
was entirely cricket of Allen to be so 
bold. Allen says that under the state 
law setting up his department, he is 
“aiding, abetting and 
move 


charged with 
promoting — the 
ment.” 

To jobbers, Allen’s letter is just a 
little short of being outright commu 
nistic. Some typical jobber 
to the development: 

e “He’s telling the people of the 
state where they should buy their 
needs.” 

e “It’s the most vicious attack on 


cooperative 


reactions 


free enterprise I’ve ever seen.’ 

e “Here’s a state agency, publicly 
supported, trying to drum up business 
for One segment in oil marketing.” 

e “The state—and that means all 
taxpayers—is subsiding part of the 
cost of credit-card collections.” 

Countermeasures NPA directors 
acted fast to keep the Dept. of Agri- 
culture from going overboard in any 
further attempt to “promote” the co 
op movement. They have a three-way 
program laid out: 

1. Ask the state’s attorney-general 
for a ruling on the legality of the law 
In question. 

2. Failing this, they will seek a re 
straining order in the courts 
3. They will alert) other trade 
groups to the dangers involved since 
co-ops handle such other products as 
household appliances, feed and grain, 
lumber, hardware. And if the state can 


promote motor fuel and [TBA for co 
ops, it can certainly 
other products 

The credit cards that Ailen sent out 
Credit 
Cards, Inc., a cooperative launched 
jointly by the Dept. of Agriculture and 
the Institute of Agriculture of Unive: 
sity of Minnesota, another state-sup 


promote these 


are issued) by Cooperative 


ported agency Books and records of 
Cooperative Credit Cards 
kept by Dept ol 
cooperative auditing section, 


Allen says 


are being 
Agricultures own 
which 
a partly financed by fees 
collected for rendering such services 
Ihe other — part presumably IS 
financed by the state’s taxpayers 
Ihe Minnesota situation hasn't be 


Kentucky Marketers 





Associations 


come a free-enterprise vs. Cooperative 
war, because Allen’s list of co-op out 
lets contains the local branches of two 
of the state’s biggest coops, Midland 
Cooperatives, Inc., and Farmers 
Union Central Exchange, Inc., and 
leaves Out many independent county 
[hat makes the cheese more 


binding, according to jobbers, because 


co Ops 
the state agency apparently is not 
promoting all co-ops equally just 
two of the biggest in the state 
Meantime NPA will keep its eyes 
open to see how much co Ops benefit 
from the state plug. It knows, for 
example, that in 1956 Farmers Union 
sold some 11.8-million gal. of gasoline 
and some 6.1-million gal. of heating 
oi and tractor fuels, and that all coops 
in the state in the same year sold 
103.1-million gal. of 


’ 


gasoline and 
62.5-million gal. of heating oil and 


tractor fuel 


Put Your Best Face Forward 


BLUE GRASS oilmen agree that’s a 
good rule for the oil industry in 
1958. But how to do it? 

Marketers at the Kentucky Petro 
leum Marketers” Assn 
Louisville’s Brown Hotel heard ¢ J 


meeting at 


Guzzo, marketing vice president of 
Gulf Oil Co., 
take the offensive against Its critics 

And it heard Otis’ Ellis, General 
Counsel of the NOJC fire right back 
at Guzzo: “You can't solve problems 
with a whitewash brush. You've got 
to get at the root of the problems 
concerned with — the 


call on the industry to 


Gsuz7ZO  =OWwas 
rash of inquisitions heaped upon the 
industry during the past year.” 

‘Without exception Guzzo said 
‘each of these investigations was un 
warranted, unfounded, time consum 
ing and expensive both to the indus 
try and the taxpayer 

C1uZzZ0 predicted more harassment 
in 1958, even though the industry has 
made progress toward harmony 
especially in the areas of dealer and 
distributor relations. [That's why, he 
said, “we must tell our story and tell 
it widely and well 

Then Ellis” threw his 


What about jobbers who lose com 


challeng 


mercial account business to majors at 


prices less than they themselves pa 

What about dealers who know that 
private branders pay 3¢ gal. less thar 
they do? “Go explain that to the job 
ber and dealer,” Ellis demanded 


How can we go on the offens 
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and have the man at the pump tell 
the public about industry problems 
when the man at the pump thinks the 
industry is nothing but a bunch ot 
SOB's? 

Reviewing the legislative outlook 
for 1958, Ellis predicted another fight 
over S-11 and HR-1I1, the 
faith” bills 

High on the list of jobber objectives 


“anti-zood 


this year is passage of the Schwenzel 
Bill, changing the level of the gasoline 
tax from refiner to wholesaler. ‘The 
bill may not pass this year, Ellis satd, 
but NOJC will keep fighting 

Calling the voluntary imports re 
striction program a misnomer, Ellis 
plugged for extension of the reciprocal 
trade agreements act 

KPMA ts backing the NOJC legis 
lative program to the hilt. The meet 
ing passed resolutions opposing S-1 1 
and H.R. 426, the Roosevelt divorce 
ment bill. It endorsed the Schwengel 
Bill and proposed amendments to th 
natural gas bill 

In the lobbies, most of the talk was 
about pricing problems. Jobbers from 
distressed areas of the state asked 
How long does it take before ab 
normal prices are considered normal? 
Why not extend the Shell and Phillips 
plans for relief of price-war plagued 
ireas? Why shouldn't branded jobbers 
et the same price break as comm: 


sion agents? 


More a ciation 














And it’s bald before its time! 


Now he wishes you’d sold him 


SUPER RAYON CORD TIRES 


—next time he’ll want the premium strength 


Plus quiet ride of Super Rayon! 


Strength + quiet ride + safety 


+ wear 
Poday’s new Super Rayon Scientific testing by Good Drivers at Motor Vehicle Re- 


Ravon has greater stability. 
friend Associates—top acous 


cord is 50°; stronger than search. testing both cords, puts less 


strain on rubber. 
smashed into granite blocks Result: carefully controlled 
at 60 mph; dented rims— but driving tests 
33°, quieter than tires didn't hurt their tires 
made with other cord. 


rayon used to be Its far tical authority shows that 


tronger than a tire cord evet Super Rayon cord tires are 
has to be pound for pound, LO to 


it's strong as steel! 


show treads of 
Rayon Supe Ravon cord tires wear 


salety proved! ing 14 to 20° longer, 


Keep your eye on national advertising telling 


and selling your customers ... of today’s new 


Super Rayon's premium performance. 


TIRE RAYON 


AMERICAN VISCOSE CORPORATION 
350 Fifth Avenue, New York 1, N.Y. 
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Associations 





Kansas Oil Men 





Farm Problems 


FARM CREDIT collections have 
been a big problem in Kansas for a 
couple of years now—and the situa- 
tion isn’t getting any better. Some of 
the jobbers say it’s gotten worse in 
their areas because farm production 
fell far short of estimates. 

Now the Kansas Oil Men’s Assn 
is asking the state for help in the 
form of a fuel lien law giving a prior 
lien to suppliers of fuel to farm op- 
erators. 

The gasoline tax is another popular 
subject that has been around a long 
time. At the annual convention, 
KOMA passed a resolution opposing 
any increase in federal or state gaso- 
line tax and stating that the State 
Highway Commission had enough in- 
come from present revenues to match 
any federal funds for new highway 
construction The resolution also 
charged that taxes on buying and op- 
erating motor vehicles are already 
excessive. There’s a lot of talk about 
the Interstate Highway System now, 
and the jobbers are urging that all 
businessmen, large or small, have an 
Opportunity to compete for business 
on the access roads leading to inter- 
changes. 

fax payments were discussed, too 
KOMA went on record favoring a 
new state law that would make it im- 
possible to evade the tax on diesel 
fuel, butane, propane or other fuels 
used in diesel motors on state high- 
ways. 

Two-sided coin—The jobbers were 
urged to take a look at their suppliers’ 
problems by Stanley Breitweiser, mar 
keting vice president of D-X Sunray 
Oil Co. Wages and fringe benefits, 
equipment costs, raw materials, re- 
finery costs and the like “mean the 
supplier's margin has been squeezed 
just like the jobbers’,” Breitweiser re- 
ported. He also pointed out that items 
like maps and product description 
booklets that “jobbers generally dis 
regard, fail to distribute properly, but 
always order in excessive amounts,” 
represent climbing costs that help put 
the squeeze on profit margins 

Adam Rumoshosky, director of the 
division of marketing of the American 
Petroleum Institute, told the jobber 
with a defeatist attitude to snap out 
of it if he’s going to stay in business 
There are too many jobbers staying 
alert to every opportunity and = ex 
panding successful businesses for the 
defeatist to even hold his own, says 
Rumoshosky. (Continued on page 41) 
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out of y m 
every BUYS OIL 


WHEN YOU OFFER IT 


Bennett Oil Merchandisers make it 
easier to sell add quarts 


Bennett Oil Merchandisers put 
the oil right on the island — 
within easy reach — where cus- 
tomers see it and buy it. Hand- 
somely designed and sturdily 
built, Bennett Oil Merchandis- 
ers pay for themselves many 
times over in increased sales, 
time and steps saved. Illumi- 
nated Sign available. Panel 
Lock ends pilferage and there’s 
no need of moving the display 
when station is closed. 

The Bennett “Rule of 4 Plan” 
shows you how to sell more oil 
easier and make more money. 
Write for it today. 


Traditional Bennett Quality 


SELL ff 
more oil with Bry STOW 


island display used cans 


SAVE 


steps and 
end clutter 


) JOHN Woop COMPANY © tices ues 


IN CANADA: JOHN WOOD COMPANY LIMITED © Toronto + Montreal + Winnipeg + Vancouver 
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California Dealers 





Associations 


Trouble in the West 


than four 


dealer or- 


WHAT NOW? In less 
months, a new California 
ganization has attracted wide attention 
because it came out for state control 
of oil marketing. Not only are major 
suppliers and dealers in California 
watching the new organization, but so 
are a lot of out-of-state marketers 

The California Federation of Service 
Stations, as the new group 
also requests a guaranteed minimum 
margin of 2712 %. 

What’s What? — Marketers 
“How serious is CFSS?” They got an 
unexpected answer indicating that it’s 
quite serious: a request that Gov 
Goodwin Knight establish public util- 
ity control over the oil industry im 
mediately, pending a study of the 
price structure. 

This was a surprise because the first 
indications were that no direct action 
would be taken until the regular ses- 
sion of the legislature next year. But 
the request also asked for a special 
session of legislature to study a pro- 
posed law placing service stations un- 
der state price control. Meanwhile, 
Gov. Knight decided to call a special 
session anyway to take up another 
problem. 

The new association has stirred up 
much opposition among both majors 
and wholesale distributors. A move to 
head off the control proponents was 
made by Dan Lundberg, executive 
secretary of two trade associations, 
the California Petroleum Marketers 
Council and the Serve-Yourself and 
Multiple-Pump Stations Assn. Lund- 
berg favors a promotion campaign to 
show that state controls would produce 
“unwanted consequences.” State con- 
trol, he says, would reduce competi- 
tion, impair service and affect quality 
The public would suffer, says Lund 
berg. 

On the whole, West Coast majors 
look with disfavor on the CFSS, but 
only one commented for attribution 
lr. L. Wark, vice president and western 
division manager of 
control is not necessary 
problems, “brought about by 
changing market conditions, are the 
type which can best be solved by the 
mutual efforts of the industry and its 
dealers.” 

Strength in Numbers 
tential strength is 
often, California 
fall apart because of turnover 
differences or fickle 
But CFSS claims to 


is called, 


asked, 


lidewater, says 
the 


ever- 


because 


CFSS’s 


respected 


po 
Very 
dealer associations 
internal 
lovalt' 


5.000 


dealer 


represent 
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dealers through nine member assocta- 
tions. The meeting at which state con- 
trol was advocated drew 50 delegates 
and turnout, 
cording to The 
represent a cross-section: all the majo! 
non-major and some 


observers—a good ac- 


observers. dealers 
brands, most 
private brands. 

Che leader of another dealer group 
for CFSS. Norman 
Foley, Fresno dealer (Richfield), 
chairman of a committee organizing 
the American Gasoline Dealers Assn., 
favors negotiations with suppliers ove! 
“Fhe CFSS 1s 


good, con 


shows _ respect 
co 


government control 
has a lot of 
and should be 


says Foley. “But 


progressive, 
sclentious dealers 
considered seriously,” 
they have a long way to go.” 

A hands-ofl policy toward the other 
dealer groups was announced by the 
national AGDA, which 
no 


new group, 
Foley heads. “AGDA 
to compete with or replace any other 
says a Statement 
Horstmeyer, Cuincinnat! 
AGDA co 


has desire 


association,” issued 
by Elmer 
(Sohio) 
chairman. 


dealet and 


South Carolina Jobbers 


A Good Year 


ATTENDANCE at the 
Oil Assn 


Was evel 





South ¢ 
meet 


aro 
annual 
many of 


Jobbers 
the 
jobbers pointed this out as an 
indication of the best yeal 
for the association. Member- 


ship is up, association spirit is good 


lina 
ing 
the 
other 


best and 


ever” 


and meetings has been both well at 
tended and constructive (SCOJA, un 
like most holds 
business month ex 


jobber associations, 

meetings 

cept in the summer) 
Right the South 


jobbers are mustering forces to pre 


every 


now Carolina 
vent the diversion of part of the gaso 
About 


tax Was 


non-highway 
the 


line tax to UISt 


five years v isoline 
from 6¢4 to 7¢ 
fund. The additional 
expires June 30 unless renewed by the 
SCOJA the 
but objects to a 


into the 


ago, 
to take care of 
l1¢ tax 


raised 
a deficit 
legislature 


State expects 


1¢ will be newed 
move afoot to put the money 
general fund for a yea 

Also up before the state legislature 
a Carry-Over, IS Iree enterprise 


bill 


from 


which would 


vomng into any ervi 
highway 


the 


rights-of-way on 


resolution supports 


AUTOMATICALLY. .. 
COUNT ON ODHNER! 








Now, make your lubritorium 
a Golden Invitation to new sales 
with LINCOLN 


Loy indeed, 


(og SE tems smi -3- i= = Be AIR-OPERATED 


0 wpttl 
miele 
Sill | to merchandise your 
modern lube service! 








The best dealers choose the Golden Standard 


styling . . . dramatic functional styling attracts cus- 
tomer attention, inspires confidence in your service 
.. makes your lube room a Golden Invitation to 


new sales. 


efficiency ... exclusive air-power actuation and 
smooth, uniform retraction help men do faster, 
neater, better work. 


dependability ... maintenance is the lowest... 
installation is simplicity itself. 


Call your Lincoln Sales and Service Wholesaler. 
He’ll be happy to advise and assist you in planning 
all your lubritorium requirements. No obligation, 


of course. 


Lead with Lincoln 





*Trade Name Registered 


Lincoln LINCOLN iauaeeinas COMPANY 


5702-74 Natural Bridge Avenue ° St. Louis 20, Missouri 
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AUTOMATIC 
RETRACTING 





Division of The McNeil Machine & Engineering Co. 
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NEW! A lube oil additive 
gasoline engines — 









































New concept! 
Oronite “60” Series 
Additives 





for modern, high-power 
specifically designed for 
“stop and start’ driving! 


As auto makers continually develop more critical, more 
powerful engines—as “stop and start” motoring becomes 
more a part of everyday driving—good performance from 
lubricating oils becomes an increasing problem. Foreseeing 
this trend, Oronite, with five years of research, thousands 
of laboratory tests, millions of miles of road operation, is 
proud to announce the FIRST lube oil additive designed to 
meet the more precise requirements of modern-day gasoline 


engines—and the engines of the future. 


Revolutionary new Oronite “60” Series additives are actu- 
ally a new approach to compounding motor oils. The mod- 
ern car engine is engineered to pour in fuel at high horse- 


power levels. Fuel is not completely burned at low “stop 





and go” driving temperatures causing gums and sludge to 
form. Present day compounded motor oils do not disperse 
these harmful foreign deposits as effectively as is now pos- 
sible. New Oronite “60° Series additives incorporate an 
ashless detergent component that virtually eliminates oil 
ring clogging, reduces cylinder and ring wear to a very 
minimum. The result is a marked improvement in engine 


life and service under all types of operating conditions 


Oronite “60” Series additives can provide you an important 
“first” in marketing a superior compounded motor oil for 
the present and future—in compounding single, dual or 


multi-graded oils of outstanding performance. 


4 


oxo Get the complete story on Oronite “60” Series additives. 
Contact the Oronite office nearest you or write for technical 
a bulletin giving complete proof of “60” Series’ capabilities 


Send for technical bulletin Oronite 60 Series additives 


A SUBSIDIARY OF CALIFORNIA HEMICA COMPANY 


EXECUTIVE OFFICES « 200 Bush Street, San Francisco 20, California 
SALES OFFICES « New York, Boston, Wilmington, Chicago, Cincinnati, Cleveland, Houstor 


ws ~ORONITE CHEMICAL COMPANY 
ww 


Tulsa, Los Angeles, San Francisco, Seattie 


EUROPEAN OFFICE e 36, Avenue William-Favre, Geneva, Switzeriand 
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IN EATON 2-SPEED AXLES 


it’s the 
PLANETARY 


REDUCES STRESS AND WEAR 
ADDS TO AXLE LIFE + CUTS MAINTENANCE 
KEEPS TRUCKS ON THE JOB + LOWERS OPERATING COST 


Eaton’s exclusive planetary construction distributes 
gear-tooth loads over four ‘‘planet’’ gears, holding 
stress and wear on any one gear tooth to a minimum. 
Completely locked out in the high speed range, these 
four gears rotate only slowly in the low speed range. 
The result is quiet operation, easy clash-free shifting, 
minimum wear, materially longer axle life. This rugged 
planetary design, plus forced-flow lubrication enables 
Eaton 2-Speeds to establish outstanding performance 


records. Eaton 2-Speeds also reduce stress and wear More than Two Million 

Eaton Axles in Trucks Today. 
For complete information, 

make it possible for trucks to haul more, quicker, see your truck dealer. 


on engines and all power transmitting parts; they 


longer, at lower cost. 


AACE ONIICR —e — 
MANUFACTURING COMPANY 
CLEVELAND, OHIO 


PRODUCTS: Engine Valves* Tappets * Hydraulic Valve Lifters ° Valve Seat Inserts * Jet Engine Parts * Hydraulic Pumps 
Motor Truck Axles © Permanent Mold Gray Iron Castings ° Forgings ° Heater-Defroster Units * Automotive Air Conditioning 
Fastening Devices* Cold Drawn Steel* Stampings® Gears* Leaf and Coil Springs’ Dynamatic Drives, Brakes, Dynamometers 
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-now on all Du Pont N° “7” Products - 


Order any 5 cartons of Du Pont N° “7” automotive 
products—get 1 carton Du Pont N° '7” Polish 


(12 pints) 


FREE—make ‘18 extra profit! 


Or ¥2 carton FREE with any 22 cartons—make 
$9 extra. Order now—offer expires April 30, 1958 


«Vv 
BETTER THINGS FOR BETTER LIVING 
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The big switch is on... 


The trend to aluminum continues... 
but the big swing is to Heil aluminum. 

This year, Heil will build more alu- 
minum transports than any year in its 
history and Heil has built thou- 
sands in the past 30 years. In fact, 
Heil has many “‘firsts”’ in aluminum to 
its credit. For example, Heil was the 
first to use automatic welding on alu- 
minum back in 1939, 

‘Today, haulers know Heil for proved 
performance. ‘They know that Heil de- 
sign keeps the center of gravity low 
for less tire wear, better roadability 
and elimination of loading rack prob- 


lems. Heil recognizes that aluminum 


requires special manufacturing tech- 
niques and has designed exclusive fit- 
up and assembly fixtures. Heil uses 
special tools for die-forming and flang- 


ing itsexclusive aluminum triple-dished 


1eads. This eliminates irregularity of 
| ls. TH ] t gularity of 


head size and poor fit-up. 

Why take chances when you switch 
to aluminum— you can be sure there’s 
no guesswork in Heil design and man- 
ufacture. When you consider your next 
aluminum tanks, remember there’s a 
Heil aluminum tank to fit your needs. 
And Heil has completed new manu- 
facturing expansion plans to offer you 


better deliveries than ever. 


© tHe HEIL co. 





Milwaukee 1, Wisconsin 
Factories: Milwaukee, Wis.; Hillside, N.J.; Lancaster, Pa. 


fotoT eal ial: amen 
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THE PURE GiL COMPANY 


Wie, aa on ee We Pee 


Ma One of four spread-tandem aluminum transports for Pure 
Oil Co., Columbus, Ohio—capacity 7,500 gal. skin-full. 


One of twelve aluminum units owned by Schwerman Truck- 
y 


> 2 ing Co., Milwaukee—capacity 9.063 gal. skin-full. 


- 


Other popular Heil models for liqu 


March, 


1958 


NATIONAI 


PE TROLEUN 


External ring clean bore, ir lated anc 
for a wide variety of chen cals ar d | q id fi. Oa 


stainless or high-tensile steel, and FRIGID-LITE” plasti 








Guardian 
ANNOUNCES A NEW \ 


Porcelain q 
rluorescent F 


\ 
EN 
a \ 





Floodlight 


Alan 


Unbelievably Low Price 


made possible by 
A New, Simplified Design 
Using the New Power 
Groove Equipment 





The new Guardian Porcelain 
I MATRAYAGITA 
loodlieht 


Now it’s possible for any station to have the advantages of fluorescent 
lighting — with such a low initial cost, such low operating and mainte- 
nance costs that original lighting equipment investment can be amortized 
in the period of just a few months. 

The new Guardian Porcelain Enameled Fluorescent Floodlight gives 
you everything you want in efficient, economical illumination. The intro- 
duction of this latest Guardian ‘first’ gives you a top quality fixture un- 
surpassed, yet unequaled in efficient high intensity light output. This 
Guardian Series 9200 Floodlight provides long beam, wide area ‘‘natural”’ 
light with greater uniformity and visual comfort. The completely new sty!- 
ing and simplified design makes the most effective use of high level 
power groove lamps. Quality construction features a porcelain enam- 
eled steel housing and reflector which assures long trouble-free perform- 
ance and easy maintenance. 

Write today for complete information on this new low-cost fixture. 
You'll find the Guardian Porcelain Enameled Floodlight gives you the 
finest in outdoor lighting at a price you can't afford to pass up. 


WRITE FOR LATEST GUARDIAN BULLETIN B26 


cuanoian Ligh COMPANY 


500 NORTH BLVD. OAK PARK, ILLINOIS 
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en 
Butler vce wen 


my 


b 


Load more at the rack.. 


_INFLAMMABLE 


66 ii iid 
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stee. Transports 


H 


.Last longer on the road 


‘Ap 
"¢€ 
°y, 


gRRIN 


CAUTION AIR-BRAKES 
WRLANMABLE 


You will get a big bonus when you pull a new Butler quality construction will have proven its true worth 
LWS Transport under a loading rack and fill up. through lower maintenance costs, less down-time 
You can legally load up to 600 gallons more payload and easier handling and pulling. Hundreds of Butles 
compared to older or less efficient steel equipment. LWS units now on the road offer proof of this de 
Modern, high-tensile steel plus Butler light-weight pendable, economical service 
design cuts weight without reducing strength. This Payload and economy are yours 
is Butler payload engineering — the big difference with Butler LWS Transports. There are 
in pounds and profits. shapes to choose from — round or elliptical 

But the real pay-off comes after several hundreds or custom-designed models. Write for LWS 


of thousands of miles of service. That’s when Butle1 cation sheet and get the important detail 


) BUTLER MANUFACTURING COMPANY 
Sr, prope” 7454 East 13th Street, Kansas City 26, Missouri 


954 Sixth Avenue, $.E., Minneapolis 14, Minnesota 
Dept. 30, Room 602, 103 Park Avenue, New York 17,N Y 
Dept. 40, 3414 North Harlem, Chicago 34, Illino: 


Manufacturers of Equipment for Oil Production and Transportation, Outdoor Advertising, Farming, Dry Cleaning + Metal Buildings + Custom Fabrication 


Factories at Kansas City, Missour © Minne Minnesota ¢ Galesburg e R { . t . 
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How our “knows” for your business 
can help you 


Successful and profitable operations in the 

oil refining industry depend on accurate, complete, 
up-to-the-minute facts about all phases of 
management, manufacturing and marketing. UOP 
now offers refiners, potential or established, 

its comprehensive market research and economic 
evaluation service to provide all essential 
information from one qualified source. This service 
can provide a full and accurate analysis of all 

the factors affecting a successful operation. It covers 
such things as evaluation of markets and 
potentials, geographic factors and marketing trends, 
management and personnel analysis, product 
recommendations, process application planning, 
equipment analysis, financial requirements, 

earning potentials, facilities, manpower and raw 
material supply. Or whatever “knows” you 

need to know. UOP’s more than 40 years of service 
to the refining industry is good insurance that you 

can depend on our providing the facts and guidance 
to help you to the most efficient and effective 
refining operation. This service is available to any 
refiner, anywhere, regardless of the size or scope 

of his operation. 








® 


UNIVERSAL OIL 
PRODUCTS COMPANY 


30 Algonquin Road, 
Des Plaines, Illinois, U.S.A. 


More Than Forty Years Of Leadership 


In Petroleum Refining Technology 
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No car a ever obsoleted the Weaver Twin Post Lift! 
be padi | 
1958 
AGAIN PROVES 
WEAVER’S 
ABILITY to 
design lifts 


that do not 
become obsolete! 


oom were 
INNIN 





1958 EDSEL is shown above raised on Model EC-102 Twin Post Lift. 


Performance in handling 1958 cars--as well as earlier models--proves 
WEAVER TWIN POST LIFT 
is the best “number-one” lift 
For Oil Company service stations 


IT WILL PAY YOU, in many ways, to standardize on MODEL EC-103 Electrical-Oil Operated Full Hydraulic 
the Weaver Twin Post Lift... This great “ALL-PUR- Twin Post Lift has a capacity of 16,000 Ibs. (8,000 Ibs. 
POSE” lift makes stations more profitable. per piston). 





To you, as a buyer—and also from the standpoint of 
rendering profitable service—it should mean a lot to know 
that no new model car has ever obsoleted the Weaver 
Twin Post Lift... It handles 1958 models—or older 
models—long, medium or short wheelbase. 


35 2" 4 Rear 


=o | | Saddle 





. 


-- 
-o* 
-- 


This great all-purpose lift is rail-less, and provides 
unobstructed chassis accessability—lifts cars at outer ends 
of lower control arms for completely relaxed front suspen- 
sion and proper ball joint lubrication—the safe way to 
handle Air Suspension cars . . . Current model Weaver 
Twin Post Lifts, with standard adapters easily handle 
jobs that can not be raised safely on other make lifts. 


WEAVER MODEL EC-102 is capable of handling vari- 
ous wheelbase lengths. An ideal combination is 76” mini- 
mum to 160” maximum—which permits lift to be the 
greatest possible profit making piece of equipment for 
all-purpose use. ADJUSTABLE FRONT and REAR SADDLE ADAPTERS 

are standard on EC-102 and EC-103 Twin Post Lifts. 

MODEL EC-102 Air Operated Full Hydraulic Twin Illustration above shows range of Adapter adjustment. 
Post Lift has a capacity of 11,000 Ibs. (5,500 Ibs. per Adjustable Rear Adapter and Saddle Assembly available 
piston) @ 150 p.s.i. air pressure. for early model Twin Post Lifts. 














Saddle 











FOR DETAILS — Ask for Bulletin NPN-457. 


WEAVER MANUFACTURING CO., SPRINGFIELD, ILL., U.S.A. 


SERVICE SHOP EQUIPMENT 


Complete line includes: Twin Post Lifts .. . Triple Post Lifts . Single Post Roll-on, 

Free-Wheel and Frame Type Lifts . . . Unit Lifts . . . Bumper Lift . . . Car Washers 
Wheel Alignment Equipment . . . Headlight Testers . . . Brake Testers . . . Wheel 

Balancing Equipment . . . Jacks . . . Wheel Dollies . . . and Air Compressors. 
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Every man in this picture has the respon- 
sibility to say ‘‘no’’ if any order does not 
measure up to Inland’s quality stand- 
ards as it passes through his stage of 
production. 

From thorough checking of required 
physical specifications, through devel- 
opment and application of interior pro- 
tective linings and designing and dec- 
orating exterior surfaces, every step of 
the production process is painstakingly 





\ 


P 


Key men in Inland’s quality control picture 
1) Sales Representative 2) Order Dept. Mgr. 
3) Production Scheduler 4) Genl. Production 
Supervisor 5) Line Foreman 6) Plant Quality 
Control Supervisor 7) Line Inspector &) Lin- 
ing Material Compounder 9) Chief Chemist 
10) Design Coordinator 11) Decorating Inspec- 
tor 12) Metal Decorating Supervisor 13) Traf- 


tic Manager 14) Shipping Foreman 


inspected. This vigilance is your assur 
ance that Inland ‘‘protection-eered 
containers will do their job exactly 
specified 

When you order Inland ‘‘protectio: 
eered'’ drums and pails you can be sur 
of getting containers in the required 
quantity— when you want them—to 
deliver your products ‘‘as shipped.’ 
Kthe right container, with the r 


lining lor your product 


INLAND STEEL CONTAINER COMPANY 


6532 South Menard Avenue, Chicag 


member of ¢ 1p steel family viene sag { pa ar 3 ( ar ia aa 
, plane jreenville. Oh 
ne of steel and stainless steel shipping 


iding galvanized and heavy duty [C¢ 
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New Ford C-1000 with the 260-hp.477 New Ford T-850, choice of 3 engines. New Ford F-1100with the 277-hp. 534 
Choice of 2 bogies, up to 45,000 Ib. Super Duty V-8 engine. Maximum 


Super Duty V-8 engine. Maximum 
GVW 31,000 Ib., GCW 65,000 Ib. GVW and 70,000 Ib. GCW. GVW 36,000 Ib., GCW 65,000 Ib. 


AMERICAN BUSINESS BUYS MORE FORD TRUCKS THAN ANY OTHER MAKE! 
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engines up to 534 Cu. in... 


Biggest truck engines ever built by Ford! Three 
all-new, Super Duty V-8’s designed to stand up and deliver 
on America’s toughest truck runs. 401-, 477- and 534-cu. in. 
displacements. Up to 277 hp.! Ten all-new extra heavy duty 

truck series rated up to 75,000 Ib. GCW. 


Benepe the biggest news about Ford’s all- 
new Super Duty V-8’s is not their bigness... . 
not their tremendous power output. The big 
story may well be in the many durability ad- 
vancements, offered in the most rugged, most 
dependable Ford Truck engines ever built. 
For instance, materials developed for the 
missile program are used in parts such as valve 
stem oil seals. Oil filters are of the same type 
used in commercial aircraft. The traditional 
exhaust-heated intake manifold is replaced by 
a new water-jacketed induction system. Sub- 
merged-type electric fuel pumps virtually 
banish vapor lock. Head gaskets are of heat- 
resistant stainless steel. 'wo compression rings 
and the oil control ring are chrome-plated for 


NEW! Three all-new engines—40/ cu. in. V-8 de- 
e velops 226 hp., 350 Ibs.-ft. torque ...477 cu. 
in. V-8 develops 260 hp., 430 Ibs.-ft. torque . . . 534 
cu. in. V-8 develops 277 hp., 490 Ibs.-ft. torque. 


NEW! Water-jacketed inductionsystem contributes 


e to maximum power output with excellent 
economy by providing more positive temperature 
control of fuel-air mixtures. 


NEW! Fully machined combustion chambers and 
e Turbulence-top pistons provide more ac- 
curate compression control and greater fuel-air turbu- 
lence, for top performance with regular grade fuel. 


NE | Submerged-type electric fuel pump virtually 

¢ eliminates vapor lock. Pump delivers only 
solid fuel, always under pressure, operates inde- 
pendently of engine speed. 


NEW! Valve seat inserts for intake as well as ex- 
e haust valves. Intake valves are hard-faced 
dished-type. Exhaust valves are sodium-cooled, faced 
with tungsten-cobalt. 


NEW! Three-stage cooling system with separate 
e temperature control for block and head, 


shortens engine warm-up time. 
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longer wear. A 50-amp. alternator replaces the 
generator as standard equipment. 

These are but a few of the many advance- 
ments you'll find in Ford’s thoroughly tested 
all-truck Super Duty V-8’s for 1958. Tested in 
dynamometer laboratories, tested on the prov- 
ing grounds, tested in commercial fleets from 
coast to coast . . . these new Ford V-8’s, prod- 
ucts of over six years of engineering develop- 
ment, are now ready to serve you. 

Get in touch with your Ford Dealer for 
complete data on the three all-new Super Duty 
V-8’s, and the ten all-new Extra Heavy Duty 
truck series, including tandems up to 51,000- 
lb. GVW, 75,000-lb. GCW, single-axle trucks 
up to 36,000-lb. GVW, 65,000-!b. GCW. 


Big truck built... 
Big truck powered... 
Aft Fords low prices! 


FORD 
TRUCKS 
COST 
LESS 


LESS TO OWN... LESS TO RUN... 


LAST LONGER, TOO! 





REASONS 
for Top Grade 


Porcelain in 


Service Station _ 


Construction 


Dr atts 
] 


wy 4 


Impervious to sunlight...won't 
fade... stays color bright 


Whatever the location...in the heat or 
the cold...resists all climate changes 


Porcelain enamel panels mean 
Your choice of porcelain enamel is vital, if only because virtually no maintenance 
of its unseen — potential — characteristics. Porcelain 
isimvulnerable to climate changes, impervious 
to Weathermy and requires virtually no maintenance 
hut only if vou specify top quality grade porcelain 


VI] Davidson porcelain enamel meets or exceeds 
the specifications of the Porcelain Enamel Institute for Stainless steel hardware mechanically 
Class AA and A grade porcelain your guarantee, fastened to the panel 
it were, of building-life satistaction. And this 
issures Vou of exceptionally low or no maintenance! 


\s a source, Davidson offers the ability to accept and 
deliver your exact requirements on time 


Davidson distributors throughout the country 


offer engimeers for consultation on plans and Nocolor vailation 


engineering, plus skilled construction crews to panels stay like new 


assure quality, economical 
construction. Davidson's rigid 
Inspection procedures make sure you 
et exactly what vou ordered, 
precisely the way vou want it 

the way it should be! 


Contact a Davidson distributor 
Or Write direct 


Panels porcelain enamelled on both 
sides prevent ‘‘out of sight’ corrosion 


avidseon ENAMEL PRODUCTS, INC. 


1123 £€. KIBBY STREET © LIMA, OHIO 
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For any 


critical chemical 


or 


ee 


1800 gal. truck tank for anhydrous ammonia 


petroleum product transport 


—CONTACT QUAKER CITY 


/ 


ural went 


huncalo 


3000 gal. trailer tank built of nickel 


You'll haul with safety in Quaker units of low 
mounting design, attractive appearance, 


and lightweight construction 


We have been manufacturing pres- We can supply tanks with any 
sure vessels and similar equipment type of lining necessary and with 
for the chemical and petroleum any type of manhole or valves re- 
industries for over 50 years. For quired. We have the personnel to 
more than 25 years we have been design and build to fit your re- 
building trailerized tank equip- quirements or to fabricate to your 
ment. We have the facilities to particular specifications. 

shear, form, machine, weld, heat Whenever you need transport 
treat, X-ray and test. We have for hauling critical chemicals or 
the experience to fabricate from petroleum products—inquire into 
carbon steel, stainless steel, stain- our ability to produce what you 
less clad materials, nickel, alu- need. You will haul with safety 
minum and copper silicon in ac- and with the most modern design 


cordance with API-ASME Code. on the road. 3500 gal. stainless steel trailer tank for 
nitric 4¢ 


QUAKER CITY IRON WORKS, INC. 


ARAMINGO AVENUE & EAST TIOGA STREET « PHILADELPHIA 34, PA. . TEI REgent 9 


WOOLWORTH BUILDING, NEW YORK 7, N.Y . 3406 O'DONNELL ST., BALTIMORE 24, MD . Ol § OTH ST., HARR 
BOSTON, MASS NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC 37 BROOKLEY ROAD, JAMAICA PLAI? 
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reattachable or ‘‘one-time’”’ couplings 
—INTERNATIONAL makes both! 


There’s no damage from a sharp-edged stem or shell 
when you use INTERNATIONAL’S streamlined, 
chrome-plated couplings. This exclusive protective 
feature is offered in both DuUBL-GRIP (reattachable) 
and the STREAM-FLO (‘‘one-time’’) designs. Which- 
ever type is best suited to your needs, you'll be 
money ahead with INTERNATIONAL. 


1. DUBL-GRIP 


REATTACHABLE two-piece, requires only a wrench 
for assembly. Sleeve holds hose as body is threaded 
home. Wide flat surfaces of body threads (A) pro- 
tect inside of hose from breaking. Tapered surfaces 
of sleeve and body (B) cradle hose, prevent ‘‘one- 
point”’ strain from flexing. Hose is gripped on its 
full circumference in two places, insuring a rigid 
leak-proof connection. 


2. STREAM-FLO 


ONE-TIME, one-piece, non-sparking. New thread 
contour (C) traps more rubber and allows greater 
hose variation. he extended shell prevents the stem 
from cutting into the tube of the hose, and tapered 
surfaces of stem and shell (D) cradle hose, prevent 
“one point”’ strain in flexing. 


INTERNATIONAL COUPLINGS, INC. 
CLEVELAND, OHIO, U.S.A. ¢ Division of The Gabriel Company 











“Now all Frontier outlets make on-the-spot 
adjustments with Dayton’s written guarantee” 


... says M. H. (Bud) Robineau, President, The Frontier Refining Co., Denver, Colorado 


“That’s one of the big reasons we and more realistic than any other. 
switched to Dayton Thorobred Tires. The hard-selling ad mats and 
It’s mighty important, too, because aggressive promotion provided by 
a guarantee that’s good anywhere Dayton also play a major part in 
in our 1ll-state area of operation our highly profitable tire program. 
allows us to service our customers 


“Frontier has benefitted, of 
much better. 


course, from all the other features 
“Dayton gives our Frontier sta- of the Dayton Tire Program 

tion men authority to make adjust- really sensible pricing of the com- 

ments on the spot. And the Written plete Dayton line, and merchandis- 

Guarantee is a highly beneficial part ing men who trained our men right 

of the Reporting Procedure. on the job. 


A Complete Line of “Dayton’s liberal co-op advertis- “My advice to anyone in the oil 


P. d Truck Ti ing program was another ‘“‘con- business who wants to make money 
ee a cr Hare vineer.”” Advertising and merchan- selling tires is this... get the Dayton 


dising is a basic part of our opera- Franchise. Write The Dayton Rub- 
tion and their policy was broader ber Co., Tire Div., Dayton 1, Ohio,” 


© D.R. 1958 


Daytom huwdabex 
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Look at the pick-up range! 


Yotted lines show area in which new, 


rast 


FP-11 Frame Lift pick-up pads 


be positioned. Sliding, swiveling 


irms can be broucht to within 3” of 


each other or set ry tes 


tally 


apart horizon- 
Fore-and-aft range is a big 87” 








Compare the quality! 


Removable pick-up arms are ruggedly 
built to support the heaviest cars 
Cushions of tough Buna compound 
grip car frame securely, prevent ac- 
cidents. Arms may be raised to verti- 
cal position for lifting light trucks 


ba had * 
TAY ry! b tel | AY 

if Psi + ay fo@e 
‘ ‘ ° 4 t Y f 


i iis A eh 





Check the convenience! 


This new two-place wheel spotting 
dish makes positioning any car eas- 
ier and faster. Driver can spot car 
without outside help. Handy check- 
chart tells exact position for wheels 
of any make or model car 



















HANDLES BIG AND SMALL CARS FASTER, SAFER, MORE EFFICIENTLY 





Lifting the big new cars or tricky small ones is no ever range in pick-up points to lift “X” frame, frame 


problem with this new lift by Rotary less and other types of cars 
The new, fast FP-Eleven Frame Lift was designed New two-position wheel spotting dish makes it easier 
to handle modern vehicles faster get more service to spot all cars quickly 
jobs done in less time to increase station profits. Runner And with all this you get maximu rear ace 
size and spacing and other dimensions of this new lift sibility for faster, easier, more effi 
have been carefully computed to meet the requirements changing, tire and brake work and repair jobs 
of modern vehicles For the finest in frame ts, buy the new FP-11 by 
This new superstructure, combined with Rotary’s Rotary Lift Co., the originator and leading manufac 
versatile rotating pick-up arms, provides ereater-than- turer of hydraulic auto lifts. 


<——— NEW TWO-POSITION WHEEL SPOTTING DISH 


NEW, FAST 


' 


' 
' 


Product of ROTARY LIFT COMPANY RAME LI FT 


Rota ry Division of Dover Corporation 
_ Memphis, Tenn.—Chatham, Ontario 





First name in oil-hydraulic auto lifts—passenger and freight elevators—industrial lifting devices. 






FREE-WHEEL LIFTS TRUCK LIFTS MECHANICS’ LIFTS 





 ROLL-ON LIFTS 











im fluid acpi 
DYE CONCENTRATES 


by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


FOR CLEANER, EASIER COLORING OF PETROLEUM PRODUCTS; ELIMI- 
NATES PRE-DISSOLVING, DUSTING, OPERATOR EXPOSURE ¢ LESS SKILL 
AND EQUIPMENT REQUIRED: INTRODUCED DIRECTLY INTO THE FIN- 
ISHED PRODUCT © THE ANSWER TO BULK, TANK TRUCK, TANK CAR, 
BARGE, TERMINAL AND PIPELINE COLORING ® CAN BE USED WITH 
DRY DYE EDUCTOR EQUIPMENT e THE USE OF DYE CONCENTRATE IN- 
VOLVES NO ADDITIONAL COST COMPARED TO ORDINARY DRY DYES. 


FOR USE IN 


Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Also Available in Dry Dye Form. 


Dye concentrates CALL US COLLECT 


can be prepared 


to customer “ FOR FAST 
specifications. | ACTION 


Samples and ¢ ; >» PHONE 


description f OY UR ay Mulberry 
MANUFACTURERS OF DYES AND CHEMICALS 4-1726-7 


upon request. FOR THE PETROLEUM INDUSTRY 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 


*Patent Pending 


PATENT CHEMICALS INC. 


Manufacturing Division: 335 McLean Blvd., Paterson 4, New Jersey 


PATENT FUELS & COLOR CORP. 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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ARE YOU STILL PLAYING 
THE SPARK PLUG 
“GUESSING GAME”? 


COLDER PLUGS FOR 
HIGH-SPEED 


HIGHWAY DRIVING 2” 


Why gamble with customer satisfaction... 
- your most valuable asset... when— 











AUTO-LITE 


“Fire up” today’s engines* for top pe 





IN TOWN TRAFFIC . . . some spark plugs, designed ON THE HIGHWAY . . . some spark plugs, designed 
for high speeds, become fouled and cause for low speeds, misfire causing power loss 
misfiring and loss of power when driven at and invite destructive pre-ignition when driven 
low speeds. at high speeds. Why gamble when... 


POWER TIP “FIRES UP’’ AT ALL SPEEDS! 


At low speeds, the projecting Power Tip is in the thick of combustion 
where it gets hot quicker and stays hot to burn fouling deposits away 
clean. At higher speeds, the projecting tip is in the path of the incoming 
air-fuel mixture where it stays cool to check power-robbing pre-ignition. 








*Power Tip, with or without Resistor, is ignition-engineered for overhead-valve V-8 engines 
and for most overhead-valve 6-cylinder engines in all these cars— Buick, Cadillac, Chevrolet, 
Chrysler, De Soto, Dodge, Edsel, Ford, Hudson, Imperial, Lincoln, Mercury, Oldsmobile, 
Nash, Packard, Plymouth, Pontiac, Rambler, Studebaker. 





Smart deale 
their most 
Power Tip 
and keeps tl 
are standart 
it takes tl 
simplified v 
each of Am 
Install Pow 


of your spa 
customers. 


POWER TIP... IGNITION-ENGINEERI 





RESISTOR SPARK PLUGS WITH 


POWER HP 


atenees at all speeds! 











\LERS ACROSS THE COUNTRY 
TALL POWER TIP TO BE SURE 
OF SATISFIED CUSTOMERS 





dealers know they can depend on Auto-Lite Power Tip to protect 
10st valuable asset . . . customer satisfaction. That’s because 
Tip ‘‘fires up’”’ today’s overhead-valve engines at all speeds— 
ps them “‘fired up”’ in all kinds of driving. More and more dealers 
rdardizing on Power Tip for all overhead-valve engines because 
ss the “guesswork” out of spark plug selection. The new, 
ied wali chart shows the one Power Tip number that’s best for 
America’s 19 makes of passenger cars. 


Power Tip in your customers’ cars. Take the ‘‘guesswork”’ out 
- spark plug service and be sure of completely satisfying your 
ers. Stock Power Tip today! 


RED FOR TODAY'S ENGINES! 





Install POWER TIP to “fire up” 
today’s engines at all speeds! 


(im, 
ima 


* * = em 
ate ——4 
\ = 
© 


CHRYSLER 


DE SOTO 


LINCOLN 


PLYMOUTH 


& 

ATO-UTE 
YOU CAN SEE Beietn 
THE BIG NEW 
DIFFERENCE IN a 


SPARK PLUGS! 
PONTIAC RAMBLER STUDEBAKER 


Auto-Lite covers the complete spark plug replacement market with 
a full line of spark plugs including Standard, Resistor, Transport, 
Small-Engine, and Power Tip (Resistor or Standard). 


THE ELECTRIC AUTO-LITE COMPANY, TOLEDO 1, OHIO Ordineey Tie 


Power Tip 


AUTO-LITE BOWER Tip 





you can meet any lubrication specification if ‘you 


BLEND WITH ENJAY PARANOX® 


(DETERGENT-INHIBITOR ADDITIVES) 


Blended with Paranox, lubricants can be compounded to combine both minimum 
wear and maximum engine cleanliness characteristics. That’s why more and more 
refiners and blenders are relying exclusively on Paranox in formulating lubricants for 
heavy duty equipment and all engines that are subjected to tough operating conditions. 
Through years of intensive research and development work with manufacturers and 
oil companies, Enjay has developed the only complete line of high quality additives 
(Paramins®) that can assure maximum performance characteristics. Why not let 
this experience and know-how work for you? Contact the Enjay Company today. 


ENJAY COMPANY, INC.. 15 WEST Sist ST., NEW YORK 19,N. Y. 
Akron Boston Chic ago * Detroit * Los Angeles* New ¢ rleans* Tulsa 
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Pioneer in 
Petrochemicals 











Win 1000 


Nationwide 


4 Simple Steps to a Prize 
in Purolator’s $55,000 Give-away! 


Dealers Get Free Nationwide 
Sweepstakes Kits with supply of 
Purolator Seal of Protection Stickers 


PunQuaron runQuatos rveQuaton O 


PUROLATOR WATIO —_ 
: os an 2a8 
a Sat 


. 
C5 
sa. 


| 


Each Kit contains 2 booklets—each with 20 Seal 
of Protection stickers, plus postage-free entry 
card in the back. Sweepstakes runs from March 1 
through April 30, 1958. 


Service man notes License Numbers of 
cars on Sweepstakes entry card, 
then mails in 


1 < 
| | J Be g ~~ 
J, sttst_ 2 

The postage-free Sweepstakes entry card at the 
back of the 20-sticker booklet has a place to 
enter the license of each car that gets a sticker. 
When the 20 cars are entered, the card is com- 
pleted and mailed. 

Urge your customers to enter as many com- 
pleted cards as they can. 


2 Service men put a Seal of Protection 
Sticker on every car 


Service man tears off the sticker—puts it on the 
door jamb. The Seal of Protection represents a 
Purolator Filter sale at the time he puts on the 
seal—or serves as a future filter-change reminder. 


PUROLATOR 


On Fite, 


Get complete Nationwide Sweepstakes rules and 
details along with your supply of Nationwide 
Sweepstakes Kits now! 

You can’t afford to miss out on the important 
opportunities of this big Purolator giveaway — 
and the big profit-and-volume potential of the 
Seal of Protection Program. 


FIVE 51000 SAVINGS BONDS—2000 PRIZES OF 
$25 SAVINGS BONDS— 2005 PRIZES IN ALL! 


No Jingles! No Puzzles! Nothing to Buy or Sell! 
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n Purolators 


Sweenstakes! 


Purolator Launches 


“Seal of Protection” Program 


with the selling power 
of NMONIT@R 


THE NEW NBC RADIO SERVICE 


Purolator gives you and your dealers the sales-impact of 
local-level advertising with 8 weeks of advertising on 
NBC’s 194-station Monitor program. 

At home and on the road, millions of listeners, including 
your dealer’s customers, will be pre-sold on the need for a 
Purolator Filter replacement—pre-sold on the reminder- 
insurance of a Seal of Protection sticker on their car. 


Here’s national advertising with solid selling punch at 
the local customer level . . . a Purolator Filter sales drive 
that’s aimed at all your dealer’s customers. 

Be sure your dealers have a stock of filters, a supply of 
stickers, and display material. Urge them to suggest a 
Purolator Filter replacement—and to be sure to put a 
Purolator Seal of Protection sticker on each car. It means 
new sales and repeat sales from now on. 


PUROLATOR PRODUCTS INC. 
Rahway, N. J.; Toronto, Ontario, Canada 


Rd What a team to clean up with! 


PURQOLATOR 
“Purolator” Reg. U. S. Pat. Off OIL, AIR & FUEL FILTERS 
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Success Is spelled s-e-r-v-i-c-e 


The man changing a tire is the symbol of a 
fundamental idea: That. in the service station 
business, service is the all-important competi- 
tive factor. 

Service is many things. It means keeping 
hours convenient for the customers. It means 


maintaining a clean, attractive station. 


It means experienced, trained personnel 
and the necessary equipment with which to 


work. It means adequate stocks of quality 


AIL 


products offered to the public at a fair price. 

It means courtesy, ability and a genuine 
interest in the needs of the motorist. 

And all this. in turn. means a satisfied cus- 
tomer who keeps coming back again and 
again. 

From their daily experience in keeping 
cars on the gO. Atlantic dealers every where 
know and appreciate this vital fact of their 
lhusiness ... Service is essential to success. 


C THE ATLANTIC REFINING COMPANY 
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BATTERY SEPARATORS 


THERE’S A “U. S.” SEPARATOR 
FOR BATTERIES IN ANY PRICE RANGE 


Pik. 


For Premium Batteries 
U.S. PEERLESS* 
MICROPOROUS RUBBER 


For Medium-Priced Batteries 
U.S. SENTINEL** 
RESIN-IMPREGNATED, For Competitive-Priced Batteries 
REINFORCED WITH PLASTIC RIBS U.S. REVERE* 


RESIN-IMPREGNATED 


“U.S.” Separators provide the finest battery insulation in the world 


Whatever your type of battery, there’s a “U.S.” Our staff engineers specialize in advising what is 
Separator that will make it perform better. Take up the best separator for your own particular needs. 
your battery separator requirements with “U.S.”— Write United States Rubber, Rockefeller Center, 
the world’s largest producer of battery separators. New York 20, New York. 


°Patented 
°°Patent applied for 


Mechanical Goods Division 


United States Rubber 


See things you never saw before. Visit U.S. Rubber’s New Exhibit Hall, Rockefeller Center, N.Y. 
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THE LARGE AND THE 4 | 
SMALL, THEY GOTTA 


SERVICE ‘EM ALL! 


J 





XX 


UST TOLD JOE ABOUT 


“FRAME-KONTACT “AND 
z WHAT IT'LL DO 





wlll 


(NO, HE'S FINALLY ‘Ef 


P77 


| 


M ALOOK ATA Lay 


oY 
< 


| 














KONTACT, 


7 (e— 


| HOPE HE GETS 
THREE OF ‘EM. 
THEN WE CAN ALL 
GET OFF OUR BACKS 


@ * ; FRAME 


SUS 








\'‘M GONNA GET 
BURIED IN THIS 
PIT SOME DAY 
IT'S AS ANCIENT 





LIFT ALL CARS— 


PAST + PRESENT + FUTURE 


Car styles, car bodies and car dimensions are 
undergoing radical changes. But for the service in- 
dustry, the car handling ability and profit-producing 


value of GLOBE “Frame-Kontact” HOISTS re- 


mains unchanged, year after year. Whether it is a 
, , . 
WRITE FOR COMPLETE 
INFORMATION ON GLOBE 
“FRAME-KONTACT” HOISTS 
AND A FREE 1958 DATA FILE 
ON AUTOMOBILE LIFTING 
Contain POC oe 
‘or lifting all 1958 cars OP 
types of Globe Hoists. includes en 
semnanbe’s weight distribution and oA ro Po 
ommended pick-up points. Write to G 


HOIST COMPANY, East Mermaid Lane at 
Queen Street, Philadelphia 18, Penna. 


1958 


pata Fue 





“FRAME-KONTACT 
TWO-POST FREE WHEEL TYPE, AUTO ROLL-ON TYPE, AUTO 


new car or an old one . . . whether the frame is box, 
bowed, “X”-type, unit or semi-unit . . . the “Frame- 
Kontact” Hoist lifts them all, and at manufacturers’ 
recommended pick-up points. Spotting is easy. Pick- 
up is positive. 

Welded, one-piece superstructure construction 
of “Frame-Kontact” Hoists allows a floor-hugging 
profile that provides adequate clearance for the low- 
est of low slung cars. Globe’s “Continental-18” 
Adapters, when needed, reach pick-up points with 
room to spare. 

“Frame-Kontact” Hoists are designed to lift 
the cars of the future, and are built to last more than 
long enough to prove it. 

And remember, all Globe Hoists will handle all 
vehicles . . . always! From the midgets in the sports 
car field to the titans of truckdom, Globe Hoists meet 
every service requirement. 


TWO-POST, AUTO TwO-POST, TRUCK FOUR-POST ELECTRIC, AUTO 
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THIS | GOTTA SEE... 
IF IT’S TRUE 
IT’S FOR ME ! 











Globe’s Single-Post “Frame-Kon- 
tact” Hoists are adaptable to all main- 
tenance and service normally supplied 
by a service station. Relaxed suspen- 
sions and maximum undercar accessi- 
bility make possible quicker, better 
work on lubrications, tires, wheels, 
brakes, mufflers and suspension com- 
ponents . . . result in greater volume 
and more profit per job. 

The initial cost and installation 





AIS RAR ae eee eet “CONTINENTAL-18” ADAPTER has 18” arm . . . rotates 360 
long and trouble-free service. degrees, permitting easy spotting and providing completely flexible 

It will pay you well to investigate adjustment. Note on the chart above the maximum reach of 87” 
in length and 75” in width .. . more than enough to accommodate 
long or short wheelbases, wide or narrow treads. 


these and other outstanding advantages 
in equipping service stations and repair 
shops with versatile, 8000 Ib. capacity 
“Frame-Kontact” Hoists. Send for the 
Free 1958 Data File described on the 
opposite page. 


THE WORLD’S MOST COMPLETE 
LINE OF AUTOMOTIVE AND 
HEAVY-DUTY TRUCK HOISTS! 
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_.While “Safety-Fill" does the filling! 


NEW BUCKEYE RED GUARD 


*"SAFETY-FILL’’ 


NOZZLE MAKES 


NEW SALES OPPORTUNITIES, SAVES HOURS A WEEK PER MAN 


One thing’s sure about the service station business; 
during the 3 to 4 minutes it takes to fill a tank, no- 
body’s selling anything while the attendant holds the 
nozzle. But when you use new Buckeye Red Guard 
Safety-Fill Nozzles, you gain 3 to 4 minutes selling 
time per pump each time you make a fill-up. 
Equipping all pumps with new Underwriters’ 


approved Safety-Fills, with the red protective guard 


tomer. Everybody’s pleased — the customer because 
he’s in and out quickly without spilled gas on his 
fender; you because you’ve cleared your drive, im- 
proved your service and cut down overhead. 

But insist on the Buckeye No. 820U Safety-Fill 
Nozzle, made by the pioneers of the automatic shut- 
off nozzle. You can tell it by the red protective guard 


which saves painted surfaces. Better still, order each 


and the built-in hold-open notches, is like adding two with a Buckeye Multi-swivel, the amazing little 


men to a five-man crew. It does the work safely and double-jointed fitting that lengthens hose life, saves 
surely while the attendant does the selling... or car finish and ends hard-to-reach filling. It’s a com- 


checks the oil...or makes change for another cus- bination you and your customers will like! 


LET WORD-OF-MOUTH ADVERTISING BUILD TRAFFIC 
eee TALK UP YOUR OWN “‘SAFETY-FILL” SERVICE 


Even customers who don’t know a nozzle from a grease 
rack will perk up their ears when you take the few 
seconds it requires to show them how new Safety-Fill 
service —nozzle and swivel—saves their cash, their 
car and their time while providing the safest kind of 
fill-up service they can get. They'll not only listen, 
they'll remember...and many will tell their friends, 


the kind of advertising you just can’t buy! 


BUCKEYE IRON & BRASS WORKS 


Buckeye. "SAFETY-FILL” 


Quality valves and fittings for the oil industry 


Box 883, Dayton 1, 


Ohio 
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| can prove you'll 
make more money 
with Prest-0-Lite. 


Call, wire or write 
Walt Roberts 
Sales Manager 
Prest-0-Lite 


The Electric Auto-Lite Company 
Toledo 1, Ohio 


Drest-o.lite 
— RIES 


ale TS 





Ne IE 


Over 1,820,000 1958 cars now on the high- 
ways will need new oil filter replacement 
cartridges this month. More than 6,000,000 
1957 models will need replacements for both 
oil and air filter cartridges. Oil filter changes 
mean extra sales of millions of quarts of oil. 
FRAM Filters are factory installed original 


equipment on more new cars than.all other 


TODAY, MORE NEW CARS 


WITH FRAM FILTERS THAN 


makes. Your dealers have the biggest ready- 
made replacement market ever. 

Stock up with FRAM Filters. Make 
sure your dealers have an ample supply of 
FRAM replacement cartridges to take care 
of the booming business ahead. Take ad- 
vantage now of this big, profitable market. 
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New FRAM Filtronic 
Easy-Change Full-Flow 
Oil Filter requires no 
tools to change. Special 
grit coating provides 
sure, safe hand grip. De- 
signed for fast, clean, 
easier filter-changing. 


FRAM Filtronic Car- 
buretor Air Filter Car- 
tridge cuts engine wear up 
to 90%! Traps over 
99%+ of dust, grit, and 
dirt. Exclusive FRAM 
patented, built-in gasket 
always seals perfectly. 
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FRAM Filcron cartridges 
are the finest made. They 
filter out dust, dirt and 
grit down to one micron 
in the first pass. 


OIL+* AIR + FUEL* WATER 


FILTERS 
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Dependable Rotocycle meters fitted 
with Rockwell automatic quantity con- 
trol valves in use in Texas terminal. 


AUTOMATIC SHUT-OFF STOPS LOSSES, SAVES TIME 
WHEN TOPPING OFF LOADS 


With a Rotocycle metered loading terminal 
such as pictured, you gain the ultimate in 
safe, efficient operation. The quantity to be 
loaded into each truck compartment is pre- 
selected on the meter. 

When this quantity has been measured 


the meter shuts off without hydraulic shock. 
With this method of handling lading you 
gain the advantage of a tapered flow for 
topping-off loads. And you get one man 
operation that’s positive and accurate even 
where the register is not visible. 


ROTOCYCLE METERS 


another fine product by © 


ROCKWELL 
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NO HYDRAULIC SHOCKS 


WHEN YOU LOAD AUTOMATICALLY THROUGH 


ROCKWELL fLU/OCVC/E METERS 


WITH MULTI-STAGE QUANTITY CONTROL 





This efficient Rockwell meter-control system 
saves time, money and effort when loading 
tank trucks and tank cars. It offers a shock- 
proof way to automatically shut-off flow 
after a pre-selected quantity has been loaded. 
The operator only needs to set this quantity 
on a small counter underneath the printing 
head. As flow progresses this counter counts 
down until, as it approaches zero, the auto- 
matic valve closes in three, smooth successive 
stages. Thus there is no destructive water 
hammer or hydraulic shock. 

Rockwell Rotocycle meters with Quantity 
Control Valves are available in sizes from 
2-in. through 6-in. with a capacity range of 
from 20 to 1000 gpm. Steel cases can be 
furnished for refineries. Write for bulletin 
OG-454, Rockwell Manufacturing Company, 
Pittsburgh 8, Pa. 









































AB stast 1 
BC stase 2 


This curve depicts 
performance of a 
model 1000 Roto- 
cycle meter-con- 
trol. The flowing 
curve illustrates 
how line shock is 
minimized and 
presswture 
smoothed out by 
the use of multi- 
stage quventity 
control. 


HOW ROCKWELL MULTI-STAGE QUAN?) 


lilustroted is Rotocycle 2 BL for smaller flows down 
20 gpm. Operation in all sizes is as follows (1) Predeter- 
set to quantity desired (2) Latch box 
action to (3) Multi-stage valve pro- 

shuts off flow in three smooth stages. 


Operator prepares to reset register on a Model 
600 Rotocycle meter and open automatic valve 
following delivery of 3500 gallon Joad to 
tank truck. 
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Tri-Sure Plant at Sao Bernardo Do Campo, Estado de Sao Paulo, Brazil 


Tri-Sure Plant in Brazil_ 
gives South American _ . ‘Ge 
shippers the security of ’ ».. <= = 


! Pode 
| Reversible 


ary Nozzle 
Assembly 


Tri-Sure Closures \ 
on druins and pails 


The modern Tri-Sure* plant in Sao Paulo, 
Brazil, brings to petroleum, chemical, food and 
other shippers in drums and pails the advantages 
of Tri-Sure protection. 


The plant is now producing Tri-Sure Flanges, Steel Plugs, 
Zine Plugs, Tab-Seals, flange insertion dies and tools for 
drum closures, Tri-Sure Straight Reversible Spout Assemblies 
for pails, and dies for 55MM openings in light containers. 


Ideally located for sales-engineering service to Tri-Sure 
closure users, the Sao Paulo plant has become a strong 
link in ““Tri-Sure the World Over,” teaming up with nine 
other Tri-Sure plants and affiliates in providing quality 
protection for quality products. 


Wherever your plant is located, there is a Tri-Sure plant to CLOSURES 


serve you. And wherever your products are shipped, there are ; : 

Tr-S y ‘Ratan tie = se J | et the} e ty Send for full *The ‘‘Tri-Sure’”’ Trademark is a 
ri-w ure Closures that wi } exact y meet their needs. Send for fu mark of reliability backed by 

details on the complete Tri-Sure line. over 35 years serving industry. 


fen US Par OF 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
CHICAGO, ILL. - LINDEN, N. J. + NILES, OHIO 


Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Indéstria e Comércio, Sao Bernardo Do Campo, Estado de Sao Paulo, Brazil 
American Flange & Manufacturing Co. Inc., Villawood, N. S. W., Australia 
Compafiia Mexicana Tri-Sure S/A, Naucalpan, E. de Mexico, Mexico 
B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S. W. I, London, England 
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Ahead of the News 


IN WASHINGTON 





Imports Analysis—Cabinet-level committee on im- 
ports is starting a full review of the voluntary crude 
restriction program. A decision on whether to continue 
the program or ask presidential action for mandatory 
controls is due this month. The decision will be affected 
by several questions: whether some 20 “new” importers 
are added to the program; whether the more than 
200,000 b/d they want is allowed; whether “historic” 
importers will give up enough of their allocations to 
make room for the newcomers. During the first six 
months of the program, imports only exceeded the rec- 
ommended level by 3%. 


Jet Fuel Buying Up—Government jet fuel purchases 
are on the upswing again. Long-range forecasts indicate 
it will reach 55% of military fuel requirements by 1963, 
against 40% today. Meanwhile, Gulf Coast refiners 
are saying the voluntary imports plan (above) may be 
wrecked if the military doesn’t stop buying jet fuel from 
Caribbean sources. Eastern States Petroleum has told 
the government it should buy products locally if it 
expects refiners to buy domestic crude. 


Highway Hypo—Senate Democratic leaders are push- 
ing for a speeded-up highway program. Majority leader 
Johnson (D., Tex.) has this listed as one of the “anti- 
recession” measures he wants passed. He’s asked Sen. 
Gore (D., Tenn.) to press legislation to create more 
immediate funds for highways, without waiting for 
pay-as-you-go financing. This could bring completion 
of the road network much sooner than expected. 
e 


Long Odds on Gas Bill—Time’s running out on the 
Harris-O’Hara natural gas bill. Even before the Repub- 
licans’ $100,000 money-raising dinner in Houston, odds 
were less than 50-50. Now they’re worse. Even if the 
bill gets past the House, there’s little time left in the 
Senate this year. 

& 


Raffle for Rifle—The Navy plans to lease out the gov- 
ernment shale oil plant at Rifle, Colo. The feeling is 
that enough public money has been spent on the project; 
now it’s private business’s turn. 


More Trouble for Outdoor—The Neuberger bill to 
ban billboards along the federal highway system is being 
replaced by a similar measure sponsored by Sen. Bush 
(R., Conn.). A second bill, sponsored by Sen. Kuchel 
(R., Calif.), would offer a 1% bonus in highway funds 
to states restricting billboards along the interstate sys- 
tem. Outdoor sources oppose both, calling the Kuchel 
bill “an expensive bribe.” At the local level, six of 
seven counties along the new Illinois Tollway have 
adopted restrictions on billboards. 
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AROUND THE COUNTRY 





Antidotes for Oversupply—Refiners will continue to 
try to narrow the supply-demand gap by cutting crude 
buying ‘and refinery runs. Several have cut crude pur- 
chases several thousand b/d, and many are keeping 
their runs 10%-50% below capacity during the first 
quarter. In California, Fletcher Oil Co. has shut down 
its Wilmington refinery (capacity: 10,000 b/d topping, 
6,000 b/d cracking) because of the surplus. 


More for Private Branders—Northwestern Refining 
Co. will expand distribution to 10 states by tying into 
the Great Lakes Pipe Line. The St. Paul Park, Minn., 
private brand supplier has been serving a six-state area. 


New West Coast Probe—California Atty. Gen. 
Brown is asking the legislature for $100,000 to investi- 
gate charges against major companies. He says dealers 
are pressing him to take action because they feel the 
federal antitrust suit against seven West Coast majors 
will never come to trial. 


Major P&L Experiment—A major oil company hopes 
to decide this year whether it should issue regular profit 
and loss statements for each of its districts. The state- 
ments would go to district managers for discussions 
with subordinates. The company’s been experimenting 
with the plan in three divisions. Objective is to make 
marketers down the line more conscious of the need for 
profitable marketing. Among the problems: what figures 
can a district manager control; how often should the 
statements be issued; what figures should be included. 
Most majors that do issue P&L statements to field 
people stop at the division level. A few report some 
success with district P&L statements (including Gulf, 
General Petroleum and Texaco). 


Wheel and Deal—Pontiac Eastern’s new refinery at 
Purvis, Miss., will turn out 11,500 b/d gasoline; Gulf 
Oil will supply crude and marketing outlets. But Gulf 
officials deny rumors linking Gulf with Pontiac’s pur- 
chase of Wilshire Oil of California (see page 111). 


Ellis island Story—Jobbers Henry and Albert Shot- 
meyer are bidding for Ellis Island, in hopes of turning 
the former immigration facilities into a vast oil products 
terminal for New York harbor. The 60-million-gal. 
plant would involve 30 tanks, 20 trailer trucks, five 
ferries and underwater pipe lines. Small craft and ocean 
liners could be serviced. Horatio Alger fans take note: 
in 1932, the Shotmeyers landed at Ellis Island from the 
Netherlands, with 37¢ between them. Today they con- 
trol 200 New Jersey stations. 


More Ahead of the News 
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Ahead of the News 





Who's Next for Jersey in Midwest?—That’s a 
popular question for marketers now that Jersey Stand- 
ard has taken over 311 Gaseteria outlets in its “peaceful 
penetration” of the Midwest. There’s speculation about 
several prominent independents. But President Ralph 
McCoy, of Jersey subsidiary Oklahoma Oil Co., says 
“We don’t have a single thing in mind at the moment 
and estimate it will be some years before we do.” 
Gaseteria will operate as a division of Oklahoma (150 
outlets); its present management is expected to stay on 
(NPN—Nov., ’57, p123). Jersey now has 611 outlets 
in the Midwest, including Pate Oil Co.’s 150 (NPN— 
July, ’56, pp96-98). 


IBGMA Changes Coming—Look for some major de- 
velopments this month in the Independent Brand Gaso- 
line Marketers of America. President Gene Williams, of 
Gaseteria, plans to resign. His negotiations with Jersey 
Standard (see above) have been one reason for the 
IBGMA’s lack of activity. Possible Williams successor 
is Harold Johnson, Clark Oil & Refining. IBGMA 
also hopes to name a full-time secretary. Under con- 
sideration: Howard Teak, a St. Louis association offi- 
cial, and Harry S. Reed, former marketing vice presi- 
dent of Pan-Am Southern. 


Casualty—One of the first majors to sell private brand 
TBA may abandon the brand by year’s end. Trials of 
a rubber company brand on a sales commission basis 
will tell the story. 


Pipe Line to New Mexico—Shamrock Oil & Gas 
Corp. may build a products line from its Amarillo, Tex., 
refinery and terminal to Tucumcari—and possibly 
Albuquerque— N. Mex. Shamrock says the line would 
help it expand its marketing areas in parts of Kansas, 
Oklahoma, New Mexico and Arizona. 


Midget Can Up for Tests-—-Two marketers are placing 
test orders for a new midget oil can (15-0z.) introduced 
by Crown Cork & Seal Co. Crown claims the new con- 
tainer can help raise lube sales at stations by appealing 
to motorists who need refills of less than a quart. Other 
majors who have seen the “Ful-Safe 15” can say they'll 
wait to see if it overcomes factors of higher cost and 
“dubious” merchandising value. 


New Address—Skelly Oil Co. will move its marketing 
headquarters from Kansas City, Mo., to Tulsa late in 
1959. About 600 employes will be shifted te a new, 
$10-million-plus building soon to be constructcd. 


Union Shift—No more marketing in Central and South 
America for Union Oil Co. of California. Point of sup- 
ply and point of sale were too far apart, says Union, 
so it’s selling all bunkering, distributorships and retail 
business to Gulf Oil Corp. Gulf has crude supply and 
refining capacity in the Caribbean. 


&8 


Utoco on the Move—Utah Oil Refining Co. is start- 
ing a $2-million expansion program. The Standard Oil 
Co. (Indiana) subsidiary plans to move into new areas 
(principally Nevada) and seek greater penetration in 
existing market areas. About 25 new stations will be 
built, at a cost of at least $55,000 apiece. Utoco now 
has 800 stations in Utah, Idaho, Nevada, Washington, 
Oregon and Arizona. 


Texas Groups Come Closer—Texas Oil Jobbers 
Assn. members will vote on affiliating with Petroleum 
Marketers Assn. of Texas at their annual meeting Mar. 
27-29. Directors of the jobber group have approved 
the move, and agents from PMAT have been invited 
to attend. 
« 
Frontier Looks East—Denver’s Frontier Refining Co. 
hopes to extend its jobber representation eastward to 
the Mississippi this year. Key state is Iowa, where the 
company hopes to pick up about 40 jobbers. 
e 

Turnpike Twists—When the Connecticut turnpike 
opens in late spring, the state-built and equipped sta- 
tions will present some novel sights: 

e Banks of overhead reels for dispensing four grades 
of motor oil; 

e Islands 85 ft. long, each with eight dual pumps; 

e Air and water dispensing wells (common on the 
West Coast, seldom seen in the East); 

e Island shelters for attendants. 


IN DETROIT 


New Small Car Moves—The Big Three’s buzzing 
with new small-car developments: 

e One division reportedly will let tooling contracts 
for a small car in June or July, with introduction slated 
for 1960. 

e Another is ready to move as soon as the market 
seems large enough to justify investment. 

e One maker is working hard on a small air-cooled 
engine that would fit into small car planning. It may be 
rear-mounted. 


Diesels for the Army—An Ordnance Command of- 
ficer says the Army hopes most of its vehicles will be 
converted to diesel power by 1962. This would elimi- 
nate electrical system troubles, he says, and provide a 
40% fuel savings. A new fuel injection diesel engine 
has been developed by Continental Motors. 


& 
Another Year, Another Style?—Auto men are re- 
portedly weighing the merits of making radical style 
changes annually, rather than every two or three years. 


One influencing factor: a plastic tool material (epoxy 
resin) that offers great savings on short production runs. 
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Petroleum Indicators 


NPN PRICE AVERAGES* 
Refinery/Terminal 
(¢ per gal.) 
Feb. Jan. Feb. 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) 


Finished and unfinished gasoline (thous. bbl.) 
Distillate fuel oil (thous. bbl.) 
Kerosine (thous. bbl.) 

Residual fuel oil (thous. bbl.) : 

Crude oil—B. of M. (thous. bbl.) . 


Feb. 1958* 


210,560 
108,417 
20,487 
57,134 
278,982 


Refinery Activity 


Crude runs to stills (thous. bbl. daily) . . 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated 


Refinery Output 


Gasoline (thous. bbl. daily) 
Kerosine (thous. bbl. daily) 
Distillate fuel oil (thous. bbl. daily) 
Residual fuel oil (thous. bbl. daily) 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


*Through Feb. 14, except crude stocks—Feb. 8. 
Source of Data: API Weekly Reports, except 195, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month 


11,051 (Nov.) 
21.14 (Feb) 
4,851 (Oct.) 
536 (Dec.) 
72 (Dec.) 
3,342 (Dec.) 
2,357 (Nov.) 
71.0 (Oct.) 
1,280 (Dec.) 


Exports of crude and refined products (thous. bbl.) 

Average station gasoline price, ex tax (¢ per ) 
**Gasoline consumption (million gal.) re 

Passenger cars—domestic shipments (thous.) 

Trucks and buses—domestic shipments (thous.) . 

Automotive replacement tire shipments (thous.) 

Replacement battery shipments (thous.) 

Oil burner shipments (thous.) . 

Service station sales (all commodities) $- million 
**Excludes Oklahoma. 
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Gasoline 
(regular) 
Kerosine 
Distillate 
Residual 
4 principal 
products 9.30 
Lube oil 23.86 
Crude at well 
($ per bbl.) 3.17 


11.71 
10.96 
9.46 
4.94 


12.10 
11.15 
9.66 
5.50 


9.71 
24.17 


3.18 


12.68 
12.01 
10.50 

6.51 


10.47 
24.17 


3.14 


*Weighed average price, principal 
markets. Crude prices last day of 


month not 
**Through Feb. 14, 


Jan. 1958 


204,559 
123,121 
23,179 
57,502 
280,601 


Previous Month 


11,146 
21.71 
4,619 

560 
79 
3,630 
3,042 
72.6 
1,262 


monthly 


average. 


Feb, 1957 


205,270 
85,105 
21,013 
36,201 

256,344 





Supply and Demand 


Gasoline Sales Patterns: Shifting 


Seasonally: Less difference now 
between summer peaks and winter 
valleys 





Geographically: The South and 
Southwest are increasing their 
share of sales 





That’s the picture shown by a new NPN survey 
of gasoline consumption by seasons and states. To 
find the seasonal trend, data for the consolidated 
period 1952-56 was compared with that for 1937- 
41, to avoid the influence of short-term factors in 
any single year. To find the geographical trend, 
gasoline consumption by a group of states in 1945 
was compared with consumption in 1950 and 1956. 


Seasonal consumption is now more evenly dis- 
tributed over the year than in the prewar period 
(see chart). In that period gasoline sales in the first 
quarter were 74% of those in the summer months 
of June, July and August. Gallonage in the first 
quarter is still lowest, but in the 1952-56 period 
it was up to 84% of summer sales. Peak gallonage 
now comes in June; before the war August was 
high month. 

At least four factors are behind the new pattern 
of seasonal gasoline sales: 

@ Longer vacations and shorter work weeks 
have spread summer touring over more months; 
it used to be concentrated in July and August. 

@ Split vacations have built up winter driving to 
Southern resort areas. 

@ Weekend driving is building June gallonage, 
while crowded highways discourage some families 
from driving in the hot months of July and August. 

e@ Growth of commercial trucking since the war 
has influenced more even distribution of sales over 
the year. 

Geographically, the higher current proportion of 
gasoline sales in the South and Southwest reflects 
growth in industrial activity in these areas as well 
as recreational travel there. In the Southwest— 
Oklahoma, Arkansas, Texas and Louisiana—gaso- 
line consumption in 1956 was more than three 
times that of 1945, while the rate of growth for 
the entire U. S. was around 120%. Sales in the 
South—Alabama, Georgia, Florida, the Carolinas, 
Tennessee and Mississippi—have grown 190% 
since 1945. 

The proportion of sales in Midwest farming 
states, on the other hand, is lower than in 1945. 
There has been some dropoff on the West Coast, 





How seasonal consumption is leveling out 
(% of total annual U.S. sales by months) 


Percent 
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How geographic sales areas are shifting 
(% of total annual sales by regions) 


Region* 1945 1950 1956 


New England 5.3% 5.2% 4.9 
East Industrial 14,3 15.2 15.2 
Midwest Industrial 18.9 18.2 18.0 
Midwest Farming 11.6 11.3 10.3 
Southwest 8.4 11.3 12.3 
South 10.2 £1:7 12.9 
Mountain States 3.0 3.0 2.9 
West Coast 14.1 12.4 12.3 


* Not all states are included in these regions 











due mostly to the lag in California industrial ac- 
tivity after the war. 

Ranking of individual states in consumption 
remains about the same as in 1945; California, 
Texas, New York and Ohio are the first four. In 
1956, Pennsylvania took over fifth place from 
Illinois. 

Regional comparisons should be qualified by 
some usage factors that are not common to the 
present and early postwar years. For example, 
military sales of both motor fuel and aviation gaso- 
line are still substantial in some states (Texas and 
California, to name two) while in other states they 
are now very small. Sales of gasoline for jet fuels 
are now excluded from the total figure reported 
by some states, while others still include them. 
However, these factors do not alter the trends 
shown in the survey. . 
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EVER-TITE « 


EVER-TITE 
STANDARD 
ADAPTER AND 
COUPLER 


EVER-TITE 

ADAPTER 
é AND 
a COUPLER 


EVER-TITE 
SHANK 
HOSE 
COUPLING 





Here is why EVER-TITE assures 
speed... safety... economy 


Superior quality forged body _» 
—precision machined a’ 


Uniform wall thickness 


—no weak Oni 


Extra heavy reinforcing rim 


f 


larger diameter cam ears 
for longer service life 


Extra ae 
Hi-Strength Stainless yo” 
forged Steel 
handles pins 
—greater —greater 
economy safety and 
longer 
service 
Uniform heavy 
wall thickness 


> k t 
rer ee Superior quality forged body 


— precision machined 


Recess retains gasket 
—accurate tolerances 


in coupler and assures 
proper placement 

















EVER-TITE 
COUPLING ELBOW AND 
CHECK VALVE UNIT 


EVER-TITE SPOOL ADAPTER 


ou save time in deliveries—and reduce weat 
be maintenance costs whe mn you use ] vel Vite 
Couplings. Ever-Tite gives you the finest in quality 
and engineering. And Ever-Tite gives you tight con 
nections every time because every Ever-Tite has 
positive gasket compression that is depend ible under 
all conditions. Get Ever-Tite—and get the best in 
quick couplings. There is an Ever-Tite for every 
need. Ask vour distributor. 


Other materials available on request 
Aluminum e Malleable Iron 
Brass e Stainless Steel 


EVER-TITE © 
ADAPTER 


AND COUPLER 


FOR 


TANK CAR 
UNLOADING 


EVER-TITE 
90° FULL-FLO 


ADAPTER AND COUPLER 


Drop Tubes or Pipe Threads 


t 


EVER-TITE 
M. |. D.* 
COUPLER 


*Maximum inside diameter 


The Best In 
vick Couplings 


For Tight 
Fill 
Deliveries 


EVER-TITE 
“99” COUPLER 
with Sight Gauge 

3 


. 
<2 fe] 


97 
Locking Cap 


97 
Twisting Cap 


3 
CaF? J 


os 


97 Adapter 2” LPT 


No. 97 97 Adapters 
Ever-Tite for Ever-Tite 
Fill Cap “99” Coupler 


é 
i 


Dust Plug Dust Cap 


EVER-TITE 
DUST PROTECTORS 


Rees ee na os en 


Chain for attaching Dust Caps 
or Dust Plugs 
to adapters or couplers 


EVER-TITE EVER-TITE 
GASKETS HANDLES 


EVER-TITE COUPLING CO. INC., 254 WEST 54TH STREET, NEW YORK 19, N. Y. 
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SINCLAIR SUPPLIES 45% 
OF THE AIRCRAFT OIL 


used by scheduled airlines in the U.S. 











Good reason for you to switch 
Dino, the Sind Dinosour sys, tO. a2 SINCLAIR DEALERSHIP 


Sinclair leads 


the industry You may never see an airliner taxi up to a Sinclair Dealer Station. But we've 

pictured this to tell you that Sinclair supplies 45% of the aircraft oil used by 

scheduled airlines in the U.S. Such preference is due to Sinclair dependability 

assistance." and quality. Both are reasons why a million new customers have switched to 
Sinclair gasolines, motor oils and greases for their cars. 


in dealer 


25,000 Sinclair Dealers in 36 states now serve American motorists. But more 
are needed to satisfy the soaring demand for Sinclair Products. If you'd like to 
become a Sinclair Dealer, backed by Sinclair’s strong advertising, merchandising 
and prestige, it will pay you to contact us now. Phone your local Sinclair Repre- 
sentative, or write or wire: Sinclair Refining Company, 600 Fifth Avenue, 
New York 20, N. Y. Ask, too, about the Sinclair TBA franchise, featuring 
Goodyear, the greatest name in rubber. 
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Oil Heat's Big Handicap 


I ehiteyate] | 
Petroleum 
News 





News about heating oil's position is often 
grim. Competitively, it is holding its own in 
many places—but oil heat has lost out to 
natural gas in some areas, and fears the future 
in others where natural gas is becoming 
stronger. 

Heating oil distributors have heard it 
said that their fuel is on the way out. Not 
only is natural gas viewed as a powerful com- 
petitor, but electricity is posing a threat. Then 
there’s solar heat—and some Say nuclear- 
powered heat will be practical some day 

More grim news is contained in a con- 
sumer survey sponsored by Esso Standard 
Phe results are already familiar to many fuel 
oil jobbers (NPN—Jan., p112). The most im- 
portant aspect of this survey is the new form 
of comparison that has been conceived. The 
users of the two fuels are “typed”. 

From this type-casting, two images emerge: 

e The gas user is a modern person, says 
the survey, who wants the best and looks 
down his nose at oil-users 

e The heating-oil user is an ordinary 
guy who doesnt know any better. 

Obviously these images can be harmful to 
the heating-oil industry if they are allowed to 
spread unchecked. How strong these images 
are nationally is hard to say because Esso’s 
sampling was limited to 300 persons in three 
marketing areas—Springtield, Mass., suburban 
New York and Washington, D. C 

It would be wrong if the bad news en- 
couraged defeatism because two points 
must be remembered: 

Heating oil is still good business, carrics 
a nice margin and returns an attractive profit 
to many distributors. 

The images reported in the survey can 
be refuted. It has been said time and time 
again that oil heat’s biggest handicap is inade- 
quate promotional efforts, compared with the 
propaganda of its competitors—especially the 
multi-million dollar push behind natural gas 
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Images are important in marketing because 
often they are the motivating influence in 
product selection. They are the impressions 
which cause consumers to think well or poorly 
of something. The images are created by many 
factors—personal experience, a magazine arti 
cle, a friend’s recommendation, a chance re 
mark, advertising, promotion or somethin; 
else. Clearly there are many uncontrollabk 
variables at work. One, however, that is force 
ful and controllable is the combined factor 
advertising and promotion. Here natural 
excels, through the strong American Gas Assn 

The Esso survey supplies further evi- 
dence that oil heat must move from its 
low-budget promotion to a_ big-money 
endeavor, from its small-scale effort to a 
major program. That move cant be mack 
successfully without the sincere support of 
suppliers and the active participation of di 
tributors. (For more about oil heat promotion 
see page 128.) 


Jobbers: Do It Now 


— THING of great potential 
h jobbers 1s the annual cost a 


vey conducted by the Nationa 





Council. The newest one is undery 

Response has improved each 
still spotty. Jobbers have every 
ticipate because the more data co 
more useful the survey will be 
terested in making then opel 
cient. 

Phe information ts not hard 
you will take a few minutes. Clyde 
Ilinois jobber, heads the NOJ¢ 
subcommittee. Forms should be m 
to the National Oil Jobbers Cou 
Connecticut Ave. N.W., Washingt 





You don't expect to find 
bicycle tires in cans... 





but motor oil in cans 





is a natural! 


To millions of today’s motorists, motor oil and the quart 
can designed for it are inseparable. Thoughts of one suggest 
the other. There are good reasons for this close identity of 


product and package. 


Motorists are convinced that oil in cans is quality oil—clean, 
unadulterated, and identified by a brand name they know 
and trust. By putting your oil in cans, you take full advan- 
tage of this broad consumer acceptance. 


Yes, the motor oil can is a natural—for the refiner, the 
dealer and the motorist! 


TUNE IN! During 1958, Canco again supports its customers by 


sponsoring the top-rated CBS-TV show, “DOUGLAS EDWARDS WITH 
THE NEws,” every other Friday night. Check your paper for time. 


American Can Company 
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General 


“Why pick on a tough market when there are 
soft ones, if you want to find them... We’re in 
business to make money” 


William L. Hassett, president 
Imperial Refineries Corp. 


The Private Brander 


No One Really Knows 


You find most Imperial stations on the outskirts of town — usually 


just one to a town. But its 134 stations are spread over 12 states. 


Here are some of Imperial’s striking features: 


Profits up 20% last year 

No multipump stations 

60% of its stations run by dealers 

Extra’ manpower to meet turnover needs 
Monthly P&L statements for each station 

Merit rating and profit sharing for all employes 
Tight supervision, sharp service, clean stations 

A philosophy that calls for ‘only a certain amount 


of gallonage from each community | 


For the full story, turn the page 
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(Begins on page 95) 


Imperial Makes Good Money Concentrating 
On Gasoline and Oil, Without Big Volumes 


IMPERIAL’S SIGN, featuring the current price, 
gives a good clue to the company’s methods, The 
ign is used uniformly at all stations; and it’s very 
practical—the numerals slide in and out, making 
quick price changes no problem 

Phat’s the way it is with most of Imperial’s op- 
ration: methods are painstakingly uniform, except 
vhere local conditions make it practical to do some- 
thing different. Imperial’s service procedures, for 
xaumple, are uniform; its stations are not. 

Unlike many private branders, Imperial doesn’t 
have many high-volume outlets and doesn’t want 
them. Average monthly gallonage for its 134 sta- 
tions is about 31,000. Target for most new sta- 
tions is from 20.000 to 35.000 gal monthly. 


We only want a certain number of gallons out 
says president William L. Has- 
ett. He believes you just invite a competitive 
price break if you get too much gallonage at a 
more than 
0 —-we counsel with him to keep it in line,” 
ays Hassett. He says Imperial has been known 
to raise its price to get gallonage back to “normal.” 


of a community,” 


tation If a man goes over too far 


Objective: Profits—Imperial’s goal is to make 


money selling just gasoline and oil, plus a few 
odds and ends” to attract customers, without doing 


tremendous volumes. 


This philosophy is paying off. Hassett says Im- 
perial’s profits before taxes last year were a little 
over 64 up 20% over 1956 

Fach station has a certain dollar volume to hit 
Profit target for individual stations 1s 15%, before 
taxes; Hassett gets a profit and loss statement on 
each one every month. The company’s eight di- 
visions also operate on a_ profit-and-loss basis 


(Imperial functions under seven corporate names.*) 


Imperial’s gallonage increases aren’t as striking 


The Imperial companies are: Imperial Refineries Corp., 
Imperial Refineries of Minnesota, North Missourt Oil Co., 
Western Hlinois Oil Co., Imperial Florida Oil Co., 
Imperial Central States Oil Co., and Stephens Oil Co 


as its rise in profits. It did 50.5-million gallons 
last year, up about 2-million over 1956 

Stations Strung Out—Imperial stations are spot- 
ted in 12 states, usually just one outlet to a com- 
munity. They're most numerous in Florida (35), 
Missouri (30), Texas and Illinois (16 each), lowa 
(11), and Minnesota (10) 

There are five stations each in Kansas and Ne- 
braska, two each in Arkansas and Tennessee, and 
one each in Mississippi and Alabama. Company 
headquarters is Olivette, Mo., a St. Louis suburb. 

Eyes on the South—Imperial plans to build 16 
new stations this year—all in the South, because 
“You don't get the large gallonage dropoff in the 
winter.” Last year it built eight new stations, three 
of them replacements. Hassett estimates he’s re- 
placed about 10% of the company’s older stations 
in the last five years 

The company regularly spends half of its net 
profit, plus depreciation funds, for new building, 
says Hassett. 

Products—Hassett says 99% of Imperial sales 
are gasoline and oil. It handles two grades of gas- 
oline: “Imperial Refineries Regular,” 90-93 octane, 
and “Imperial Refineries Ethyl,” 97-99 octane. Reg- 
ular accounts for 75% of sales. Gasoline comes 
from several suppliers, including at least one major 
company, for 1¢-2¢ “lower than the branded 
wholesale price.” 

It sells three grades of oil: “Imperial All- 
Weather,” at 50¢ a can, “Imperial Premium,” 35¢- 
40¢ a can, and “Imperial HEP,” 20¢-25¢ a bottle. 
HEP also comes in bulk packages, 2-gal., 10-qt., 
and 5-gal. Bulk sales, plus the one-quart bottles, 
make up 50% of oil sales 

Most Imperial stations also handle what Hassett 
calls “come-on” merchandise, like gloves, shirts, 
caps, shotgun shells and radiator chemicals. He 
says the company loses money on these items, 
while dealers and station managers “make a little 
more.” Imperial also has its own private-label 
antifreeze, “Equator.” 


Manpower: Six Months Training for All 


Imperial gives new men six months training in 


company-operated stations, often in several outlets 
fhen the best ones are eligible to become station 
MAN AVeES 

Managers have an option to become dealers, i 
they like; 60° of Imperial’s outlets are dealer- 
operated Hassett says. He prefers dealer opera 


tions, because “they do a litthe more business.” 
Phe motor oil ratio for dealer stations is 1.3 gal 
per L000 gal. gasoline: salaried stations average 
0.9 gal. Hassett Is determined to get the company 
average up to 1.5. gal. 

All new Imperial stations are company-operated 
for six to 12 months. “We develop gallonage at 
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company expense never put a dealer into a 
new station.” Then the manager is offered a dealer- 
ship. Some of them don’t accept because they’d 
rather have security, says Hassett. 

New dealers are required to put up a $500- 
$1,000 bond, or be backed by a substantial citizen. 
No other investment is required. Dealers pay a 1¢ 
throughput charge per gallon, three times monthly 
Most have six month leases; many are veterans. 

Haircuts and Shaves—Imperial tries to hire lo- 
cally whenever possible (best source: blind want 
ads). It looks for high school graduates “who go to 
the dentist, get their hair cut and shave.” High 
school education is usually required for a station 
manager's job or a dealership 

[he company reports little trouble in hiring men 
“Your potential is better when you don’t handle 
TBA and other services,” says Hassett. But he 
loses one-third of his attendants each year. Many 
are college students working part-time. 

Extra Manpower—Imperial is well prepared for 
its turnover. “We always have a litthke more man- 
power than we need,” Hassett observes. Each group 
of eight stations has two “insurance” men. They’re 
hired by division managers and considered part 


of company overhead 


Station Investment: $25,000 Tops, Including Land 


Maximum investment for an Imperial station and 
equipment is $12,500, says Hassett. Land cost runs 
under $10,000. Imperial once spent $40,000 for 
a Station, but won't do it again “because it took 
too much effort and money to make it pay.” A 
10-year payout is the goal, but marketing condi- 
tions sometimes increase it 

There’s no standard station design. Says Has- 
sett: “We always build in keeping with the low- 
est-cost materials in the area.” Concrete block and 
Fransite are commonly used 

The company’s engineer designs the stations 
and supervises construction. Theyre usually 400 
sq ft., with an office and display space 

An Imperial-designed, outside display unit (see 
picture) is used when there’s space. It’s made of 
three pieces of pipe, plus Transite or a similar ma- 
terial, and built by local contractors 

No Multipumps—The average Imperial station 
has four pumps, two islands; none has over six 
pumps. Says Hassett: “I’m against those multipump 
if you make them do the volume they 
should, you hurt the little independent and cause 
price wars. If they slip to moderate gallonage, your 
labor costs per gallon go too high.” You have to 


stations 


have a definite price advantage to do big volumes 
at a multipump, he adds; superior service won't do 
if 


Station storage ts about 30,000 gal. at new out 


By ED DeHART 
Managing Editor 
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Stations usually have one man for each 12,000- 
15,000 gal. per month. A 24,000-gal. station would 
probably have a manager, an attendant and a part- 
time helper. The company has its own mechanical 
traffic counter to determine peak hours. It was de- 
veloped by a division manager, and differentiates 
between cars and trucks. 

Profit-Sharing—Imperial has used a profit-shar- 
ing system for three years; all employes are eli- 
gible. Company contribution runs from 8-15% 
of the annual payroll; employes contribute 2-4% 
of their salaries. They have to stay 10 years be- 
fore they get any returns. An employe who leaves 
before 10 years gets his contributions back. His 
company contributions are split among other em- 
ployes’ shares. Hassett estimates an attendant earn- 
ing $300 a month would get about $3,600 mini- 
mum after 10 years 

Employes also get bonuses, based on merit, each 
year. Hassett declines to say how much, except 
that it’s under $100. They also get two weeks’ 
paid vacation and hospital insurance. 

Wages for station help and managers are known 
to compare favorably with other private branders, 
but Hassett will not reveal the figures. He says 
individual salaries are reviewed regularly 


This new Imperial outlet is in Starke, Fla. 


lets (20,000 gal. at older ones), usually above 
ground. Product is delivered direct to the stations 
Imperial hauls 50% of its own product, using 12 
transports (5,500-7,000. gal.) 

Site Selection—Imperial tries to stay away from 
other private brand outlets, but doesn’t worry much 
about nearby major outlets. Big questions in site 
selection, says Hassett, are: “Is this community 
overbuilt? Can we make any money? 

Most stations are in rural areas, near a small 
community. Imperial likes to get 70% of its bus- 
iness from the community. Feeder routes into main 
highways are a favorite site. Usually there’s only 
one Station to a town 

Phe company likes a clear approach to station 
vith 1O0-150-ft. frontage, S50-100-ft. depth 

(Continued on page 98) 





(Begins on page 95) 


Imperial Shoots for a 6¢ Margin, 


The Break-Even 


Hassett thinks Imperial’s weighted average price 
is 90% higher than most of his independent com- 
petitors. Some competitors disagree. One says, 
“He’s about 2¢ below good profit levels,” then 
adds, “But he makes money.” 

Imperial prices, says Hassett, run about 2¢ below 
major postings, but he observes: “Maintaining a 
2¢ differential in sub-normal markets is like fol- 
lowing a sap-sucker to Hell for a pumpkin seed.” 
Imperial aims for a 6¢ gal. margin at. stations; 
break-even point is 4¢, he says. 

No Stamps—Imperial doesn’t like stamps. It ex- 
perimented with its own brand at four stations; gave 
them up “because the increased gallonage didn’t 
offset the costs.” Hassett thinks stamps are a major 
factor in price wars; considers them worth I¢. 

Truckers get a 2¢ gal. discount, and they’re 
the only exception, says Hassett. Most Imperial 


Supervision: One Man for 


“Each station is operated as if it’s the only 
one we had, to the best of our ability . . . You 
can't sit at headquarters and decide,” says Bill 
Hassett. 

Ihe method for Imperial is a group of young 
(aged 28 to 40) station supervisors, each handling 
about eight stations. They travel in station wagons, 
carry auditing information with them. Dealer sta- 
tions are covered too. Supervisors do much of the 
hiring for company stations. They report to di- 
vision managers, who report in turn to sales man- 
ager L. E. Smart. 

Division managers make up what Hassett calls 
his junior board of directors. It meets every four 
to six weeks. Headquarters brass doesn’t sit in. 
Phe junior board, says Hassett, recommends policy 
to top management. One recommendation was the 
recent shift away from billboard advertising. Age 
range of division managers is 33-43 years. 

Imperial has three trouble-shooters who move 
in to investigate if monthly P&L statements indi- 
cate a station’s profits are slipping. Usual cause, 
says Hassett, is discounting or double stamping 
Phe trouble-shooters can operate stations 

There are definite cost projections for all com- 
pany stations, as well as gallonage and profit targets 
Managers have a strong incentive to keep costs 
down: they get a percentage of any savings. 

Merit Rating All station men, including man- 
agers and dealers, are rated every three months. 
Hassett says this program, along with the junior 
board, has played a major role in the company’s 


Point is 4c 


competitors surveyed by NPN agree with this, ex- 
cept for a Florida marketer. (Hassett gets regular 
reports on truck business. If it goes above 15- 
25%, the discount is eliminated.) 

Advertising—Price and savings are stressed. Im- 
perial spends about $125,000 a year for ads and 
promotion. Half of it goes for station drawings of 
items like motor boats and bikes. (“We'd rather 
give away a boat than cut price.”) One problem: 
what to give women? 

The rest of the ad money is spent for local radio 
and point-of-sale material. Imperial is developing 
a large (20 ft. x 23 ft.) animated station display 
that can be moved from one outlet to another. 
Billboards used to be a favorite medium, but “there 
are so many billboards now.” Division managers al- 
locate ad funds to their respective units; dealers 
get it free. 


Each Eight Stations 


success. The ratings cover six points: 

e Education and background; 

¢ Personal appearance; 

e Ability to follow orders; 

e Cleanliness of operation; 

e Percentage of oil sales; 

¢ Safety (condition of building, grounds and 

equipment). 

Managers are rated by the supervisors; the 
managers rate attendants. Hassett has some doubts 
about how accurate the ratings are for attendants. 
Phey’re rated on the same points as managers, but 
the emphasis varies. 

Employes who get low scores receive suggestions 
for improvement. If they improve, they're com- 
plimented by their supervisors. If not, they’re 
asked to leave. 

Imperial also runs a lot of contests to help 
keep managers and dealers on the ball. ‘“There’s 
almost always one going on in one of the divisions,” 
Hassett says. Prizes are always merchandise: 
“Money’s no good as an incentive.” First’ prize 
for of sales contest, held twice yearly, is SISO 
in merchandise for each division winner 

Imperial’s close supervision apparently works. 
Competitor Alvin Siteman of Site Oil Co. says 
“Pm amazed at their cleanliness and service for 
such a widespread operation 
wonderful supervision.” 


they must have 


Hassett says: “We're pretty close, fast, to any 
problem that might develop.” 
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Service: Sharp, Uniform, Like the ABC's 


“We try to impress on our men that being 
pleasant is 50% of it; neatness of the station itself 
is the other 50%,” Hassett says. 

That’s just the starting point. Imperial has 
rigid written procedures for service and cleanup, 
spelled out to the most minute details. Station men 
are expected to know and follow these fully. 

The service procedure starts out saying: “Wear 
a smile: If two men are on duty, two men are to 
service cars.” They work on the assumption that 
“most people want to get the hell in and out.” 

The first man asks, “Good morning, shall I 
fill your tank with Imperial Ethyl?” (Procedure 
notes that “greeting time should be changed .. . 
depending on time of day.”) He repeats the cus- 
tomer’s order to avoid mistakes. While the tank 
is being filled (via an automatic nozzle with a 
hold-open device), he cleans the rear window and 
tailights. “If the order is for a fill-up, be sure 
that tank is full by visual inspection . . . avoid 
running tank over. Return nozzle to pump 
avoid scratching paint on pump.” 

The second man handles the front end. He’s 
instructed to clean the windshield, headlights and 
the driver’s side of the door glass. “As you do 
this note whether the car has an inside or outside 
hood latch. If the latch is on the inside, simply 
say, “Please release your hood latch and I will 
check your water, oil and battery for safe driving 
level. 

“If the hood latch is on the outside say nothing 

but check water, oil and battery. Always 


Philosophy: ‘Don't Get Too 


Like most of the old-time* private branders, Im- 
perial has watched with interest and some concern 
the rising number of private and unbranded mar- 
keters. 

“Five or six years ago, we had no cut-rate com- 
petitors in 30% of our marketing community,” 
says Hassett. “Now there are a hell of a lot of new 
entries.” Roughest competition today, he says, 
comes from unbranded or private brand stations 
operated on the side by some major jobbers. 

“It should still take blue chips to get into this 
business, but it doesn’t any more,” Hassett observes 
ruefully. 


But he still thinks private branders who stay 
economically sound will “enjoy reasonable suc- 
cess,” even though it’s not like it used to be. 


Hassett reports Imperial built its first stations in 1930. 
The company operated several refineries until the de 
pression. Wickett Refining Co., which operates a small 
(3,500 b/d) skimming plant in Wickett, Tex., is reportedly 
related to Imperial. But its output is not used in Imperial 
Stations. 
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suggest, ‘Would you care to step inside the station 
and stretch your legs? We have nice, clean rest 
rooms for your exclusive use. There are refresh- 
ments and ice water.’ 

“Raise hood and check in this manner: Pull 
dipstick and wipe . . . If oil is needed, secure 
customers order Suggest a ‘drain job’ if oil 
is dirty. Show sediment on tissue. Suggest two and 
five gal. package sale if car is several years old 
or an ‘oil burner.’ ” 

If a second car comes in, the second man han- 
dies it, after telling the first man what’s been done 
so far. 

The number one man is responsible for collect- 
ing the money. He’s instructed to itemize each 
product and price. 

Customers who ask about lubrication or repair 
work are advised to take their cars to their auto- 
motive dealers. “They know how to do it,” says 
Hassett. 

Phe daily cleanup procedure is just as detailed. 
For example: “Wipe off all islands, curbs, gasoline 
and kerosine pumps, outside display cases and 
areas, oil storage tanks and sign standards 
Wash if necessary . . . Put out neat, clean, at- 
tractive oil and merchandise displays. All oil cans 
must be clean and free of rust . . . Clean all toilets 
and wash basins in rest rooms after each use . 
scrub station and rest room floor thoroughly” 

This kind of careful attention to details causes a 
Hudson Oil official to call Imperial “one of the 
outstanding marketers of the country.” 


Greedy’ 


“There’s a place for the independents if they op 
crate economically and don’t get too greedy 5 

On the other hand, one of Imperial’s biggest 
faults is its reluctance to expand more rapidly, Has- 
sett observes. Part of this reluctance stems from his 
belief that there’s too much station building. He 
thinks the majors build new stations too close to 
their old ones, and suggests the same number of 
gallons would be sold by the industry with 30% 
fewer stations. Too many stations lead to high costs 
and higher prices, he adds 

“Too often marketers invest on anticipated gal 
lonage, and it isn’t there 
(For more on Hassett, sec page 195.) 


only some of it,” he says 


Behind these opinions lies Imperial’s own philos- 
ophy for expansion: “Why pick on a tough market 
when there are soft ones, if you want to find them 
Does the 
company follow it? Competitor Alvin Siteman says 
his firm competes with Imperial in less than 10 
places: “They hunt and hunt and hunt for the right 
spot.’ 4 


We're in business to make money 





fo 
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General manager Shea (left) and president Jackson... mastermind Fina’s kickoff show for its new products 


The Southwest's Baby Major’ 


American Petrofina has 1,390 outlets and its own gasoline brand. 


Next step: its own branded stations, probably within a year 


FINA STARTED 1958 with a double bang: 

e It introduced “Fina Supreme” and “Fina” gas- 
olines. (American Petrofina markets through South- 
western outlets formerly owned by American 
Liberty and Panhandle Oil, and has been using the 
“Amlico” and “Panhandle” brands. 

e It acquired all major oil and gas holdings of 
Atlas Corp., including 560 stations—many in the 
Midwest, unbroken territory for Fina. 

Along with other acquisitions and an ambiti- 
ous building program, this brings Fina’s total to 
1,390 outlets, three refineries (capacity: 50,000 
b/d), sizeable production (10,000 b/d oil, 35- 
million cf/d gas), and substantial reserves (40- 
million bbl. oil, 300-billion cf. gas). 

These properties—capped by assets over $100- 
million—have been acquired in two years. They're 
milestones in Fina’s avowed quest for a place in 
the sun 


Whats in a Name? 


Fina’s new gasolines are more than new products. 
They represent the first step in getting the Fina 
name before the public, and an expanded adver- 
tising program is designed to do the job. The theme 
is “Say Fina.” If it clicks the company may start 
scrapping Amlico and Panhandle station signs 


within a year. It may be even sooner than that. 

The new gasolines were announced in Dallas at 
a gala banquet meeting (above)—complete with 
Hollywood character actors, models, the presence 
of Fina president Harry A. Jackson, Jr., and 369 
jobbers and dealers. 

“What we are doing in the Southwest is a fore- 
runner of what we hope to do in other parts of 
the U. S.,” Jackson told the jobbers. “American 
Petrofina is a hard-hitting organization that expects 
to get somewhere in the sun. We have very definite 
plans for expansion—plans to go national in op- 
eration. 

“We are sure the brand which has found accept- 
ance in Europe and Canada will have acceptance 
in the U.S.” 

What’s Ahead—Says J. M. Shea, Jr., Fina’s 
energetic young general marketing manager, “The 
job is to popularize the Fina brand . . . and to 
do it as fast as possible, without losing business 
for dealers and jobbers.” 

This not only involves creating a brand image, 
says Shea; it means “being known as a firm that 
has the best retail representation.” 

Although station identification stays the same, 
the changeover to a Fina brand involves new pump 
decals (described as the biggest in the business), 
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Object: to make Southwestern drivers “Say Fina” 


General 


starting with a pitch to dealers and jobbers 


ls Growing Up Fast 


pole signs, island banners and product folders. 
Islands will get a new paint job in red, white and 
blue Fina colors. Premium pumps will be white 
and silver; regular pumps will be light blue 

The “Say Fina” ad program is aimed at creating 
a modern personality for Fina and its products. 
The opening push started in mid-February, will 
last until mid-June. Primary media will be TV, 
radio and newspapers. TV and radio spots will 
repeat the “Say Fina” message over and overt 


And Atlas Makes Three 


President Jackson scouts constantly for attrac 
tive, buyable properties to broaden Fina’s scope 
of operations. When he winds up the Atlas trans- 
action this month, hell have his third small in- 
tegrated company (American Liberty and Pan- 
handle were bought in late 1956) 

In all respects except crude reserves, Atlas is the 
biggest fish Fina has hooked. Involved in the deal 
are all assets of the wholly-owned Atlas subsidiary, 
Petro-Atlas Corp. of Tulsa, and its subsidiary, E1 
Dorado Refining Co. of El Dorado, Kan. 

E1 Dorado is a substantial independent marketer 
Its 560 stations sell “El Reco” gasolines and oils 
Kansas, Nebraska, South Dakota, 
Minnesota, lowa, Missouri, Oklahoma and Arkan 
sas. All but the last two arc 


in eight states 


new territory for Fina 

Behind the retail operation are 175 jobbers and 
a 20,000 b/d refinery at El Dorado. Crude reserves 
are about | 1l-million bbl. of oil and 125-billion cf 
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of gas. Current production is about 3,000 
oil and 10-million cf/d of gas 

Fina will change over the El Dorado 
line with its over-all plan 
station brands later 


gasoline brand 


Building a Major From Scratch 


Under general manager Shea's diree 
has steadily been upgradins tation 
repainting and relighting 

Fina now has about 830 outlet 
ana, Arkansas, Oklahoma and 
the 560 added by the Atlas d 
Acquisitions sta 
lets from Panhandle and 400 fron 


dealer- yperated 


ty. The rest have been brought tn 
jobbers 

The Jobber Counts ——Jackson 
stress the importance of the jobber 
Says Jackson, Ihe key to all 
keting. What we are doing |} 
basis. The marketer will have 
ant role for the next few 

Fina had 145 jobbers bet 
and more are reportedly inter 

Fina is putting a few ne 
dealer basis, but mostly in cith 
had a station or a jobber. 1] 
its building budget tourtold thi 





Fina’s Shea: “The job is to popularize the brand . . . and to do it as fast as possible” 


(Begins on page 100) 


stations in Texas, Arkansas and Oklahoma. (average 
cost: $31,500). New sites in Louisiana and New 
Mexico have been purchased. 

“New stations are going up in key marketing 
areas,” says Shea. He’s having market analyses 
made to spot areas where stations are most needed. 

Retail Philosophy—Fina believes in eye-catching 
stations. “Ours are the most modern being con- 
structed today,” Shea says. Lighting is a key point 
“We use the best, most thorough lighting we can 
buy,” says Shea, “because we want to do business 
at night as well as during the day. I believe a well- 
lighted station will attract customers.” 

Fina may someday be a major, but today it 
operates as an independent. And, says Shea, “more 
and more independents are upgrading distribution 
The coming trend is tightening margins between 
majors and independents, and it’s getting to. the 


CURRENT FINA STATION operates under a separate 
brand name—in this case, Amlico—but identification 1s 
not prominent. Since mid-February, pumps have sported 
“Fina” shields; station signs will be converted later. 
New outlets are sharply lighted to attract night trade 


All have double-length canopies, aluminum frame 


point where independents will have to have the 
latest equipment and services to keep up. 

All new stations have double-length canopies 
and store-type fronts. Station fronts are aluminum 
frame with floor-to-ceiling glass; lube bays have 
sliding aluminum doors, All have remote pumping. 
The company is planning a new “patio” station for 
use in top locations—city highways or shopping 
centers (see opposite page, below). 

Real estate departments have been established 
in Fina’s district offices (Dallas, Lubbock and Mt. 
Pleasant, Texas). The search for top locations often 
takes Fina into direct competiton with majors. Shea 
has authority to buy (backed up by submittals), 
so he’s able to move fast. For example, Fina paid 
$70,000 for a Dallas location the day after it came 
on the market. 

Shea figures on a 10-year station payout—11 
years at the most. The payout system is based on 
estimated profit on TBA, oil, products and rent. 


fronts. Glass panels provide maximum display oppor- 
tunities; sliding aluminum doors open up lube bays. 
Each new station has remote pumping facilities installed. 

Stations like this one are going up throughout Fina’s 
Southwestern marketing territory. Average building 
$31,500 


cosl 
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“This means being known as a firm that has the best retail representation . . 


“The new stations have been averaging 25,000 
gal., well above the estimated gallonage,” Shea says 
Fina stresses the importance of credit card buying 
(“Credit card business is the best type of business,” 
says Shea.) New dealers and jobbers are issued 
quarterly cards for motorists, which are later re- 
placed by permanent cards. The Fina card covers 
a TBA budget plan. Since mid-1957 the company 
has had an expanded TBA agreement with Good- 
year and an oil agreement with D-X Sunray. 

Building Boom—Fina is expanding its whole- 
saling and refining facilities to keep up with its 
retail growth. 

To streamline distribution, the company is spend- 
ing $250,000-$300,000 on a complete terminal 
and bulk plant at Grapevine, Tex. That will let 
Fina tie into a product line. Other terminal sites are 
under consideration. 

Behind the new Fina gasolines is a_ refinery 
improvement program. Between $1.5-million and 


COMING FINA STATION 


will give customers a place to relax, sip a cup of coffee 


just off the drawing boards 


or even grab a bite to eat 

Like other new 
length canopy and an aluminum-iframe glass front. Un 
like others, it will have a covered patio between office 


Fina stations, it will have a double 
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$2-million has been spent on a Platformer and 
other modernization at the Wichita Falls, Tex., 
refinery. A $3-million expansion, including a Plat 
former, is underway at Mt. Pleasant, Tex. These 
additions, Shea says, will enable Fina to raise the 
octane quality of its products “substantially” as 
motor fuel requirements rise 

The building program extends into training, too 
Ihe company now has the 
that includes a field program for dealers 
planned in Dallas 
lyler, Tex. Separate classroom buildings will be 
built behind four stations (the only salary operations 
in the Fina organization). Training will 
dealers and station personnel; ultimately it will be 
extended to Fina personnel 


nucleus of a system 


Training schools are and 


include 


Expansion is the watchword at Fina. Says presi 
dent Jackson, “We are looking at a long-range 
program. We are expansion. You 
either go down or up, you can't stay static.” ad 


dedicated to 


1 Will be 14 it vide and | it 
et bach 


ind lube ba Phe pat 


long on the lube bay side. The office 


on the offic ar 


making 
the patio 14 tt 

Over-all dimensions of the station will be 63 x 27 ft 
12 ft. clearance. Total cost will 


excluding dispensing machin 


Ihe Canopy will have 


be about $37,000 
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Cash in on the New) B-o1us Guarantee! 


Ashland Oil's super-octane gasoline is so good 
ILS guaranteed! 

“Guaranteed More Powerful —or Your Money 
Back!"- this is the powerful theme of the big- 
gest newspaper, radio and TV campaign in our 
history. 

rhis promotion has A-Plus power and per- 
formance built-in! 

Distributors, Jobbers, Marketers . . . you are 
offered the biggest SALES PLUS ever guaran- 
teed! Call us now. 


Bele 








Call the office nearest you 


ASHLAND OIL & 
REFINING COMPANY 
ASHLAND, KY. (HOME OFFICE) 
ALTON, ILL., 528 Henry Street — BUFFALO, N. Y., 800 
Ellicott Square — CHICAGO, ILL., 6 N. Michigan Ave 
CINCINNATI, 0., 1402 Federal Reserve Bank Bldg 
CLARKSVILLE, IND., 214 Center St.— CLEVELAND, 0., 
Standard Bldg. — DETROIT, MICH., Dearborn P.O. Box 
6025—EVANSVILLE, IND., 2500 Broadway —FINDLAY, O., 
P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202 S. Third St.— NASHVILLE, TENN., 5 E. Main- 
PADUCAH, KY PITTSBURGH, PA., 711 Park Bldg 








<9 The Independent Brand $04 Independents 
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New Pricing Plan Gets Trial 


@ In Conoco’s Oklahoma markets, tank wagon postings are out. 
Percentage discounts off ‘fair retail value” are in 


@ Here's how the plan works — and what marketers think of it 


THE OBJECT of Continental Oil Co.’s new plan 
is “more realistic” pricing. It works this way: 

@ Conoco salaried personnel canvass prices 
posted by all types of stations in a_ particular 
county. From this canvass, division management 
determines what it considers to be “fair retail 
value” prices for regular-grade gasoline. 

@ These prices (ex tax) are posted at bulk 
plants and other supply points. 

@ Jobbers buy at 40% off the postings; dealers 
buy at 25% off. These discounts remain steady as 
a market fluctuates up or down, but minimum 
margins are still guaranteed in depressed markets. 
For jobbers, the minimum is 2.5¢ gal; for dealers, 
4.5¢. 

e@ Tank truck consumer (commercial account) 
prices are also established, but can be shaded 
to meet competition. Theoretically, the consumer 
account pays Ié¢ gal. higher than the dealer price, 
except during “subnormal” times. 

Premium gasoline is automatically pegged at 
3.5¢ over the posted regular-grade price for dealers 
and consumers, and 3¢ higher for jobbers. 

What It Means—Under “normal” conditions, 
dealers get about 5.35¢ gal. margin on regular 
gasoline, jobbers about 3.21¢. If the price drops 
2¢, the dealer absorbs 25% of the reduction and 
the jobber 15% (if he passes 25% on to the 
dealer). 

In setting its initial “fair retail value” prices Feb. 
1, Conoco generally posted them at about 0.9¢ 
under the old tank wagon postings in most Okla- 
homa counties 

If the plan works, it might point the way to 
a general overhaul of what some term the indus- 
try’s “antiquated” pricing system. The idea behind 
it, however, is not brand new: it embodies aspects 
of systems already used by Phillips, Standard of 
Indiana and Atlantic (NPN—Dec. °57, p109). 

Objectives—Conoco says its plan is designed 
to put prices on a “more realistic basis.” The 
company feels there is too much room for “artifi- 
cial” pricing under the tank wagon system. It 
says companies generally—including Conoco 
post prices “unrealistically” high, not taking into 
account the going retail market in a particular 
area, This necessitates temporary allowances off 
tank wagon, and ends up with complicated book- 
keeping and a burdensome pricing system 

Conoco hopes the new plan will be an improve- 
ment, since the company, jobbers and dealers each 
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share profits and losses in a given market area. 
But Conoco points out it’s only a test (Oklahoma 
was chosen because it’s had many price problems). 

The company tells dealers it’s not asking them 
to post the “fair retail value” price. Dealers are 
still free to post whatever price they wish. (In 
Atlantic’s price war plan, the company retains 
ownership of gasoline, prices it, and grants a per- 
centage commission. In Standard’s “Twin Cities” 
plan, the company suggests retail prices and sets 
margins.) 

How Marketers React—A competing jobber 
says, “They took one step forward and a half 
step back. They recognized that tank wagon pricing 
is obsolete, but they didn’t do anything about 
tank car prices. They should base everything on 
percentage discount, from refinery to pump.” 

A Conoco jobber says he believes the plan 
“will probably be okay.” But he wonders how it 
will work during critical price wars, when prices 
sometimes change rapidly. (Continental says it will 
be able to change posted prices at about the same 
rate of speed as under the tank wagon system.) 

Another Conoco distributor says he doesn’t care 
too much for the plan, that he’d like to “buy on 
the high and the low” of the tank car market. 
But, he adds, he may like the system more after 
it has been in operation a while and he under- 
stands it better. 

Both say their dealers like the plan. 

Other suppliers in Oklahoma are still watching 
and weighing the new plan. So far, Conoco’s move 
apparently hasn’t stirred up red-hot interest. 

One big independent supplier is said to be think- 
ing of coming out with a similar plan. But the 
company was reportedly studying some type of 
percentage discount plan before the Conoco plan 
was made public. 

Others say Continental has “moved in the right 
direction.” But some don’t see enough difference 
between the new plan and the tank wagon pricing 
system to whet their interest. Two point out that 
the Conoco plan still has one “bad” feature of the 
tank wagon system—minimum margins. Says one, 
“As long as dealers are guaranteed 4.54, they 
won't be much more willing to back off from 
price wars than they were when they bought on 
tank wagon.” 


But Conoco points out that its minimum margin 
reduces its “guarantee” by 0.5¢. It believes that 


will make dealers less eager = 














a glance tells you... 
i's wy AVDETAI! 


PACKAGE PORCELAIN ENAMEL SERVICE 
STATIONS 





*Put yourself in your customer's place . . . a quick glance 
at the gas gauge on the dash—another quick glance at 
_ the roadside. If there’s a gleaming Avoncraft station with- 
in range, you can bet he'll pull in and say, “Fill ‘er up”. 
That’s because Avoncraft porcelain enamel stations have 


a universal sales appeal . . . and why nof? Avoncraft gives 


you the ultimate in beauty, cleanliness and durability. 


- — a division of 
AVONDALE MARINE WAYS, INC. 
P.O. Box 1030, New Orleans 8, La. 


NATIONAL PETROLEUM NEWS * March, 1958 





General 


Detroit Case Ends. What Now? 


e A Supreme Court ruling has finished this highly controversial 


antitrust case after 17 years in the courts 


e For the first time, the ‘good faith’ defense has successfully 


answered important price discrimination charges 


e But the Court's ruling promises to be a rallying point for those 
who hope to destroy the “good faith’ defense 


NO ONE REALLY KNOWS how the Supreme 
Court’s ruling will affect pending price discrimina- 
tion cases. Although the Federal Trade Commis- 
sion came out on the short end of the judges’ deci- 
sion, some experts feel its position has not been 
seriously hampered. The Court, they point out, 
said it was deciding only an issue of fact in the 
Detroit Case. Since all cases differ on facts, another 
case might easily go the other way. Or so the 
argument runs. 

Whatever the new ruling’s eventual impact on 
other cases or price investigations, there is no doubt 
about its affect on small business proponents in 
Congress. Sen. Estes Kefauver (D., Tenn.) and 
Rep. Wright Patman (D., Tex.) will use the ruling 
to call for a new push behind the controversial 
bill known as S-11. 

In effect, S-11 would allow use of the “good 
faith’ defense only if no injury to competition 
can be shown resulting from price discriminations 
between customers. Actually, the bill is designed 
to upset the Supreme Court’s 1951 decision in the 
Detroit case. At that time the court held that a 
price adjustment made to meet competition in 
“good faith” is a full defense to charges of price 
discrimination. 

A majority of the present five members of the 
FTC favor enactment of this bill. So do some parts 
of the oil marketing industry—notably the National 
Congress of Petroleum Retailers—along with some 
small businessmen in other industries. Suppliers 
and most jobbers oppose the bill, arguing it will 
require “soft” competition and make it impossible 
for them to meet price raids on their customers 
(NPN—March °57, p98). 


“Good Faith” Gains a Victory ... 


After the Supreme Court’s 1951 decision in the 
case, the real issue in the case was: had Standard 
Oil established its “good faith” defense? FTC ruled 
it had not; a lower court of appeals upset FTC 
and ruled the defense had been proved. The Su- 
preme Court, splitting 5-4, upheld the lower court, 
saying it should upset lower court rulings only in 


March, 1958 * NATIONAL PETROLEUM NEWS 


“rare instances” where the courts fail to make a 
“fair assessment” of the record. 

FTC argued before the high court that Standard’s 
price cuts to four Detroit “dealers” (ranging from 
l¢ to 1.5¢ gal. lower than the price charged others) 
were the result of a discriminatory pricing system, 
and not a response to individual competitive situ- 
ations. The pricing system, according to FTC, was 
discriminatory because Standard granted these four 
a “jobber” classification, though one actually sold 
entirely at retail and the others sold at both whole- 
sale and retail. 

Standard, admitting it used a two-price system 
for jobbers and retailers, argued it had to grant the 
lower price to hold the four as customers in the 
face of price offers by competitors. 

Supreme Court Justice Tom Clark, speaking for 
the majority, said: “The sole question is one of 
fact: were Standard’s reduced prices to four ‘jobber’ 
buyers . . . made pursuant to a pricing system 
rather than to meet individual competitive situ 
ations?” 

On this crucial point, Clark threw down FTC's 
argument that the case involved a vital issue of 
law. Clark said the lower court—which found 
Standard had acted in response to individual com 
petitive situations—had made a “fair assessment” 
of the record in the case 

Thus, Clark said, the use of the “jobber” classifi 
cation was of “no significance” in the case, since 
the court agreed that Standard acted in respons« 
to competition—not merely under a system of 
pricing. 

In supporting Standard, Clark said the “continu 
ation of reductions once granted is warranted when 
competitors’ reduced price offers are recurring 
again and again in a cut-throat market.” He cited 
evidence that major and local suppliers made 
“numerous attempts in the 1936-1941 period to 
lure these ‘jobbers’ away from Standard with cut 
rate prices, oftentimes much lower than the 1.S¢ 
reduction Standard was giving them, 

Clark also noted “all of this occurred in the con 

(Continued on page 108) 





General 


“Four members of the court agreed with FTC... Their dissent 


is likely to be used by those who want to amend the law” 


(Begins on page 107) 


text of a major gasoline price war in the Detroit 
area, created by an extreme overabundance of 
supply—a setting most unlikely to lend itself to 
general pricing policies.” Clark 
fit evidence that Standard and one of the “jobbers” 
actually “haggled” over a price reduction because 
of “numerous more attractive price offers” made 
by other suppliers. 


was also able to 


Ihe gist of the ruling is in the final words of 
Clark’s opinion: 

“Standard’s use here of two prices, the lowe: 
of which could be obtained under the spur of 
threats to switch to pirating competitors, is a 
competitive deterrent . . . which we believe within 
the sanction of Section 2(b) (‘good faith’ defense) 
of the Robinson-Patman Act.” 


... But Will It Last? 


Four members of the court agreed with FTC in 
this case. Their dissent is likely to be used by those 
who want to amend the law. 

Justice William O. Douglas wrote the dissent, 
joined by Chief Justice Warren and Justices Black 
and Brennan. Douglas charged the court’s ruling 
“cripples the enforcement of the Robinson-Patman 
Act.” He argued that there could be no question 
that Standard priced on the basis of a discrimina- 


tory system, giving lower prices to large retailers 
on the basis of an “arbitrary” jobber classification 
and charging other retailers a higher price. “It 
seems impossible to justify the statutory burden of 
showing ‘good faith’ by reliance upon such a plainly 
deceptive contrivance as that,” declared Douglas. 

FTC charged the pricing was done on the basis 
of a system. For the dissenters, “the record amply 
supports this finding.” Wrote Douglas, “Where, 
as here, a seller establishes a discriminatory pricing 
system, this system does not acquire the protection 
of Section 2(b) simply because in fact use of the 
system holds a customer against a competitive 
offer.” 

Douglas charged the “good faith” section is made 
“ineffective . when we let Standard classify a 
‘retailer’ as a ‘jobber’ and grant a discriminatory 
price pursuant to arbitrary requirements merely 
because a competitor employs the same system.” 

Douglas and the dissenters said Standard should 
be allowed to maintain its discriminatory price 
schedule for retailers “if, and only if, it can show 
(A) that that price was justified on the basis of 
costs or function, or (B) that it was in good faith 
meeting the lawful offer of a competitor, rather 
than merely matching a predatory price system, 
or meeting a competitor’s ‘pirating’ offers, to use 
the court’s word, with a ‘pirating’ system of its 
own.” ® 





Creeping oversupply, shrinking demand and a 
generally regrettable fourth quarter added up to 
a disappointing year for most oil companies in 


% change 


Net income from ‘56 


$16,219 1-20 
15,106 1-15 
“Appreciable gain” likely 
47,400** 
72,000 
41,490 
96,200 


Company 


Ashland* 

American Petrofina 
Gulf 

Sunray Mid-Continent 
Imperial 

Ohio 

Phillips 


* For fiscal year ending Sept. 30, 1957. 





What 14 Big Companies Earned in 1957 


1957. Industry-wide earnings fell short of earlier 


forecasts, although a few companies registered 
good gains. Here’s the box score on the first 14 
to report on 1957 earning figures.+ Others will be 
listed in next month’s issue. 


(figures in thousands of dollars) 


% change 


Net income from ‘56 


$135,000 —| 
800,000 —| 
23,920 —10 
Continental 46,700 — {0 
Sinclair 80,000 —12 
Sun 47,492 —15 
Atlantic 35,670 —24 


Company 


Shell 
Standard (N.J.) 
Standard (Ohio) 


t Most 1957 figures are estimates issued before publication of annual reports. 
** Excludes $9-million in capital gains. 
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When the day ‘broke at night’ 
Regal had its’ biggest opening! 


“We're already topping 100,000 gallons 
monthly with Pump-Lite Merchandising” 


says Gene Delay, Regal San Leandro Mgr 


This Regal station enjoyed the biggest opening 
in Regal's history. ‘Pump-Lite Merchandising’ by 
Electric Lighting, Inc. is an important factor in Regal’s 
continuing 100,000-gallons-a-month success. Domin 
ating lighting puts Regal T.B.A. and consumer house 
hold items in the best light. 

Like hundreds of 'Pump-Lite’ stations Regal de 
pends on Electric Lighting engineering for the fastest, 
least costly way of building and servicing added 
traffic. 

Passing motorists get the full merchandising in 
pact of five types of Pump-Lites, each designed to 
do a specific selling-servicing job --- enabling this 
station to sell as much at night as day! 

Discover how 'Pump-Lite Merchandising’ can 
make the difference between night and day! Write 

‘ right now! 


> Electric Lighting Sales, inc. 


P.O. BOX 1907 STOCKTON, CALIFORNIA 











#6 


M.E.MEAGER 3423 VISTAVIA DRIVE, TUCKER, GEORGIA 
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One of a series—to acquaint jobbers with the Pure Oil franchise 


Facts tor Jobbers 


from Pure Oil 


PURE jobbers are well known and respected citizens of their communities. They are intimately 
aware of local conditions and problems. Those are important reasons why PURE prefers to 
sell through jobbers in most communities. 





PURE believes in jobbers. Over 40% of PURE bulk plants are jobber plants. Another 40% 
are distributor operated plants. 


Since 1950 the number of jobber bulk plants has increased from 324 to 406, an increase of 20%. 


PURE jobbers benefit from the national prestige and product acceptance created by the 
company’s advertising every other week in The Saturday Evening Post. 


Pure Oil jobbers are served through local management which has authority to make decisions 
and take a personal interest in each jobber’s success. 


If you are interested in growing and profiting 
with an aggressive, forward-looking oil company 
under a successful, selective marketing program, 
call or write Pure Oil’s District or Division 
Manager in your area, or Retail Marketing 
Department, The Pure Oil Company, 

35 E. Wacker Drive, Chicago 1, Illinois. 


I ff 
PES iS 


it pays to be a partner in profit with PURE 


: 
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Brief But Significant 


An independent sells out . . . Sohio's reward 


plan . 


@ Wilshire Oil Co. of California and 
Wilshire Products, Inc., will be bought 
by Pontiac Refining of Corpus Christi. 
Wilshire has 500. stations, plus a 
modernized 50,000-b/d_ refinery at 
Norwalk, Calif. Some competitors say 
Gulf Oil was involved; Gulf says no. 
Edwin G. Coopman replaces Robert 
O. Anderson as Wilshire president. 


SIGNIFICANCE: The West Coast’s big- 
gest independent goes to a refiner that 
never sold at retail before. 


@ Sohio paid over $7,000 in rewards 
last year to combat station holdups. In 
1956, 18 Sohio stations were held up; 
in 1957, the first full year of the re- 
ward plan, the number dropped to 14. 
This year the top reward will be raised 
from $2,500 to $5,000. 


SIGNIFICANCE: The increase shows 
Sohio’s faith in the plan’s effectiveness. 
(American Petroleum Institute is again 
studying a similar plan for the in- 
dustry.) 


@ Getting a car dealer's lube business 
by loaning him equipment is a form 
of exclusive dealing, says the Federal 
Frade Commission. Shell Oil says car 
dealers are free to stock competing 
products, in its answer to FIC charge. 


SIGNIFICANCE: The principle involved 
could affect the industry-wide practice 
of loaning equipment to independent 
station operators. The case has no 
direct bearing on fleet or farm loans. 


@ The Mexican national oil industry 
plans to take over the Lower Cali- 
fornia market in six months. A dozen 
U. S. companies now sell there. 


SIGNIFICANCE: They'll lose over 56- 
million gal. annually from this lush, 
tax-free market south of the border. 


@ Automobile Manufacturers Assn. is 
giving $145,000 to educate new auto 
mechanics. AMA hopes the oil indus- 
try will follow. suit. 


SIGNIFICANCE: AMA recognizes that a 
sizable amount of auto repair has been 
taken over by stations (NPN—Nov. 
"57, S2h 
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. new jobber advisory chairman 


BR. O. (Bob) 


Standard’s assistant sales manager, is 


Goodykoontz, Esso 
new chairman of the important API 
jobber advisory committee. He suc 
ceeds Dwight Benton, marketing vice- 
president of Indiana Standard 


SIGNIFICANCE: Though Esso has not 
been a jobber company, Goodykoontz 
worked with jobbers as a Virginia Oil 
Men’s Assn. officer. 


@ Bay Petroleum has lost the Billups 
supply contract to Eastern States To 
serve the 180-million-gal.-a-year pri 
vate brander, Eastern States will build 
a truck-loading rack at Good Hope 
La., and barge products to that point 
and Brownsville, Tex. 


SIGNIFICANCE: lTop-heavy inventories 
are forcing independent refiners to go 
all out for private brand business. Most 
are now selling at or below Gulf 
Coast cargo prices. 


® Eddy Refining Co. has gone into 
retail marketing. Eddy has a 2,500 b/d 
refinery in Houston, hopes to sell its 
“Victoria” brand through independent 
agents there. 


SIGNIFICANCE: Eddy swells the list of 
independents moving into retailing 
(NPN—Feb., p 136). 


@ Driveway salesmen are idle 25 
their working hours. That's the main 
conclusion of a new 
Survey 
Oil Co. 


ot 


service station 


conducted by Esso Standard 


SIGNIFICANCE: Slack time can be used 
for supplementary sales work. Esso is 
pushing for more efficient use of sta- 
tion help. 


@ A record turnout of 50 jobbers at 
tended a one-day management institute 
staged by the Men's 
Assn. (theme: “Upgrading a Servi 
Station” ) 


Fennessee Oil 


SIGNIFICANCE: One-day sessions are 
more popular than lengthier ones be- 
cause most jobbers don't like to leave 


the business too long, TOMA says. 


a Ihe 


month contest to help distributors find 


Texas Co. has tested a four 
new business opportunities, Basis ot 
the program is a 1O-page local market 
survey, with step-by-step directions for 
completing it. Awards are based on 
sales Improvement 


SIGNIFICANCE: Texaco is giving its 
distributors a grass-roots market re- 
search aid that puts sales opportunities 
in black and white. 


@ Oil industry salesmen are traveling 
further, making more calls. Mileage 
rose 20% in the last half of 1957 
says Emkay, Inc. The big auto leasing 
firm makes periodic checks to de 
termine how much its cars are being 


used 


SIGNIFICANCE: Recession talk spurred 
salesmen into working harder to keep 
up sales volumes, Emkay believes. 


B® Socony would have to increase gaso 
line prices 6¢ gal. In| non-price-wal 
New Hampshire to recovei 
sustained in’ the price 
wars. This testimony at a state hearing 
pointed out the magnitude of price 


areas Ot 


losses state's 


war losses 


SIGNIFICANCE: By baring its pricing 
practices and philosophy, Socony 
sought to dispel charges that revenue 
lost in price wars is offset by increas- 
ing prices elsewhere in the same mar- 


ket. 


@ Jexas Eastern Transmission’s “Little 
Inch” products line will interconnect 
with Oklahoma River's 
The 185,000-b/d Little Inch will meet 
the 60.000 b/d OMR line at McRae 
\rk 


Mississippi 


SIGNIFICANCE: Oklahoma shippers will 
be able to move products as far north 
as Chicago for as low as 49¢ bbl, 
east to Cincinnati for 45¢, and into 
Indiana (Indianapolis, 46¢; Princeton, 
39). 


@ Compulsory 


is being 


automobile inspection 
England. ‘The 


expected to 


proposed in 
government 1S 
White Paper 


ssue 


on the subject soon 


SIGNIFICANCE: Compulsory inspection 
is a hot topic in many states here. 
England's progress will be closely 
watched from this side of the ocean. 


111 





“Gallonage up 15% 
...| BA Sales up 300% 


with our Allen 











THIS IS THE KEY TO INCREASED SALES, 
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/ 


¢ 
Bob and Bill Chappel in Chicago 
are averaging 100 oil changes, 
100 - 150 lube jobs, and 3 to 4 
sets of tires every month. 

















Neighborhood service station re-builds 


lagging business in just 4 months 


with the Allen PM Plan 


The Allen PM Plan 
includes the equip 
ment, the know-how, 
and the merchandi: 

ing help that makes 
a complete profit 
building program. 


GREATER PROFITS 


ALLEN ELECTRIC and EQUIPMENT CO 


r ) 
Kalamazoo, Michigan « Walkerville, Ontario 
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‘What’s Bothering the Dealer? 
aay 

¢ He wants to be independent, but feels 

_ dominated by customers and supplier 


* He wants to be aggressive, but fears 
rejection by his customers 


* He wants to be loyal, but resents 


supplier “pressures” 








Research 


Whos the Boss? 


That's the most important and most frustrating question for 


the dealer. He suspects it’s ‘somebody else, not me’ 


THE DEALER WANTS independence—the feel- 
ing that he’s his own boss. But he fears that maybe 
he isn’t really independent. He sometimes finds his 
way blocked by pressures—real or imaginary 
from his customers and his supplier. 

He’s caught between a fear of rejection by his 
customers and fear of domination by his supplie: 
This may cause him to build hostility and resent- 
ment instead of sales and good will. 

Those are among the main conclusions of a new 
depth motivation study of dealers conducted by 
Social Attitude Survey, Inc., for Dow Chemical Co 
rhe study, directed by SAS head Dr. Percy Black, 
is being released to the oil marketing industry. 

The idea that dealers want independence isn't 
new to many oil men. But only recently has the 
emphasis in dealer relations begun to shift from 
“the pocketbook” to the more intangible areas of 
motivation and attitude. The Dow survey comes 
just in time to help re-orient thinking. 

Marketing men who have seen the survey are 
impressed, one way or another, by its results. “It 
Dr. Black is right, we have spent fortunes going 
about the problem the wrong way,” says one. An- 
other complains that the survey “makes too much 
out of small things.” 

It's too early to tell what effect the survey will 
have. Even in companies where private research 
has already turned up similar information, there's 
heated debate. Says, one sales promotion manager 
“It certainly jarred some smugness out of us.” 


Profile of the Dealer 


The service station is a goldfish bowl, where the 
dealer-at-work ts easily observed by customers and 
competition alike. And the dealer wears his fru: 
trations on his sleeve. Reports the survey 

Tensions Surround Him—His frustrations ar 
many. Customers are demanding and impatient 
They expect a full line of free services, many of 
which the dealer feels have been foisted on him by 


By RICHARD C. SCHROEDER 
Stal) Writer 
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major company advertising, reports Dr. Black 

What’s more, the dealer is upset by “cut-throat 
competition” generated, he believes, by majors 
station overbuilding. His energy is drained by long 
hours on the job, and he is frustrated by the poor 
quality of station help available to him 

His World Is Changing— The dealer labors unde: 
a dark past, says Dr. Black. Both the public and 
dealers believe that 10 to IS years ago, gyps and 
crooks were fairly common in the business 

Whether or not this attitude is justified, it put 
the dealer on trial in his mind and in the public eye 
He is striving to achieve a new “self-image”: an 
independent businessman-mechanic. He seeks a 
semi-professional status in the community. But he 
feels he has to prove to people that this image 1 
really different from the image of a decade ago 

The future is ripe with hope, says Dr. Black. ‘The 
dealer is confident he can change the image. And 
he is aware that service is an important tool in that 
job. Therefore, oil companies only “irk” the dealer 
by constant reminders about service 

His Motives 
ited education and financial resources. He sees in 


Ihe dealer is often a man of lim- 


the service station his best chance to be independent 
and to earn a good living. He may incidentally Jike 
cars, but his first impulse is to control his own 
small business 


He’s dead serious about this; the fear of failure 
is a Strong goad to his business zeal. He has a sens 
of personal duty in caring for his customer's cat 
and he considers himself an all-round jack ol 
many trades 

In line with his new self-image, says Dr. Black 
today’s dealer is “people-bound.” He likes peopl 
and thinks of himself as a “good Jov 

Conflicting Impulses — With such strong charac 
ter and personality traits, the dealer should be an 
avgeyressive salesman. Why isnt he 

He lowed down by pressures trom: the outsid 


ind inside, the survey conclude Phe outer pre 
sures stem from the kind of world he move n 
its openness, its erratic quality, its day-to-day fru 


(Continued on page 116) 





Says one marketer, *“Thesurvey reveals things 


(Begins on page 114) 


trations—and from the image of his dark past. 


Inner pressures are more complex. His fear of 
failure, ideally a source of energy, is blocked by a 
fear of being overaggressive with customers. Hi 
drive for independence is limited by his need to be 
accepted by people. While he should take the initia- 
tive in customer relations, he is wary of custome 
resentment. He can’t always be sociable, because 
he feels constantly harried in his work 

All these conflicts tend to force the dealer to cut 
back his goals somewhat. He may not be aware of 
it, but his aims conform more and more with actual 
business conditions 


Three Pulls on the Dealer 


Phat old maxim “the customer is always right 
frustrates retailers in many lines. But the service 
station dealer is perhaps even more ambivalent be 
cause of his close relationship with supplying com 
panies. Here’s what the survey reports 

The Big, Cold Company—Regardless of his 
gripes, the dealer wants to be loyal to his supplier 
But at present, Dr. Black says, he feels obligation, 
instead of loyalty. 

Why? Because the image of the company in the 
dealer's mind is often a vast impersonal enterprise 
lacking warmth, says Dr. Black. The dealer has no 
way to identify with such a structure 

Phe company ts self-interested, thinks the deale: 
It makes burdensome “rules” (long hours, brand 
stocking, lighting) and it makes promises Cusually 
about station improvement) that it never kKeeps—or1 
at least suspends for long periods 


’ For the dealer, the sales 


Who ts the company 
man embodies the image of his supplier. Some are 
and, complains 


the dealer, the good ones never last. What’s more, 


easy-going, some press too much 
dealer meetings—another point of company-deale: 
contact—are boring or frivolous and lack genuine 


enthusiasm 


The Ungrateful Customer—The heart of the 


” often lies in the dealer’s 


question “who is the boss 
relationship with his customers. The dealer already 
feels he offers too much free service, while the cus 
tomer doesn’t appreciate what is done for him 

So the dealer’s sense of “boss-ship” is damaged 
in two ways. He doesn’t have the freedom to offer 
services, since he feels they are pressed upon him 
And when services are given, even reluctantly, they 
are received by “unyrateful” customers 


Attitudes Toward Brands Promotion 


The dealer is “brand-lax”. He doesn’t push his 
company’s products, or any products for that mat 


ter, the survey reports. Dr. Black says, “He gives 


the customer what he asks for.” 

Quality Fog—Part of the reason for the lack of 
brand selling, says the survey, is that dealers, like 
many consumers, think there’s little difference be- 
tween brands. Also, the dealer’s “faint-hearted loy- 
alty” to his company reduces his enthusiasm for 
brand merchandising. In addition, the fear of cus- 
tomer rejection pops up again. The dealer is afraid 
customers will think him too aggressive if he makes 
strong brand recommendations. 

How Customers Feel—On the other hand, Dr. 
Black found that customers don’t resent brand rec- 
they appreciate them. 
In some cases, they may even expect them—if 
they trust the dealer. Under other conditions, they 
may feel the dealer is “pushing.” 


ommendations by dealers 


Advertising—Big-scale advertising appeals to 
dealers, the survey indicates. Moreover, dealers 
want to be “in” on advance advertising plans. 

Pelevision ads are preferred. Dealers feel “people 
buy from television these days.” (Major companies 
have mixed reactions about this medium; some use 
it heavily—Union Oil Co., for instance—and some 
avoid it.) 

Point-of-sale banners, signs and posters get a 
qualified nod of approval from dealers. They're 
valuable “if they're not overdone.” Direct mail 
gets a cold shoulder 


What You Can Do for Your Dealers 


he dealer’s basic need, says Dr. Black, is to 
understand himself. D1 


should help dealers discover the sources of their 


Black believes suppliers 


tensions and everyday frustrations. Here’s what 
he suggests 

Inform Them—You can begin with dealer selec- 
tion and training: tell your applicants about the 
rigors of service station life. Once informed, the 
dealer will be better prepared to face them 

Show the dealer he’s on trial and how he got 
there. The public wants to depend on him, yet 
sull fears that he can take advantage of them 

When you expand, or make other important 
moves, explain it to your dealers. They are sus- 
picious about a company that claims to be “LOO” 
behind dealers”, but leaves them in the dark about 
marketing moves 

Help che dealer to overcome his fear of customer 
rejection by showing that customers want and ap- 
preciate brand recommendations from him 

Appeal to the New Image —In dealer relations, 
build the dealer's concept of himself as an inde- 
pendent small businessman. This will not only re- 
lieve some of his fears about his position, but will 
help raise his personal goals 


Extol the dealer's wealth of experience. Build 
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we suspected, but were too dumb to know’ 


him up in advertising and public relations as an 
expert. Create an image of dealer dignity, to soothe 
his doubts and give him a mark to shoot at. 

Furthermore, Dr. Black recommends, suppliers 
would be wise to let outside experts help the dealer 
understand himself. What the dealer may reject 
from his supplier, Dr. Black suggests, he may ac 
cept from a “neutral” consultant, researcher of 
social scientist 

Change Your Approach—Stop making exag 
gerated promises of service for the dealer, Dr 
Black advises. Let these promises come from the 
dealer. Try to show dealers that customer loyalty 
is built on service freely offered by the dealer 

Personalize your approach to dealers. Show them 
that you, the supplier, believe your welfare is based 
on theirs. Admit your shortcomings and open yout 
ears to dealer gripes 

Pell the dealer that the customer comes first 
before the supplying company and the dealer. Back 
this up by making your salesman the dealer’s re 
presentative to you, instead of a delegate from you 

Sales meetings can be improved too, Dr. Black 
thinks. They should be more dignified. Cut the 
frivolity, off-color entertainment. Let meetings 
serve as a free interchange of ideas between dealers 
and the suppliers and among the dealers them 
selves. One good way to start perking up dealer 
interest, Dr. Black suggests, is to invite wives and 
work through them to motivate dealers 

Finally, Dr. Black suggests that his study serve 
only as a beginning. Sociological and cultural su 
veys of the service station and the dealer can go a 
long way toward achieving the mutual understand 


Ing sO important to service station success 


Impact of the Survey on Marketers 


For some companies, the Dow survey will mere 
ly confirm and accelerate programs already under 
way. Other companies are planning or considerin 
basic changes in their approach to dealers becaus¢ 
of the survey. It’s sure to cause reappraisal of deal 
er relations elsewhere 

\ sales promotion manager says, “The survey 
reveals things we suspected, but were too dumb 
to know. We plan to apply some of these lessons in 
our upcoming spring sales meetings 

Confirmation Noted 


have already researched dealer motivation th 


Among companies — that 


survey seems to confirm previous findings 
his) stud 


Our COMmpany ind other It chiel value 


follow the directional thinkin 


opening a lot more eyes to th 
motvation savVS a research manavel 

“Many of our recent policies are directed toward 
relieving the same tensions this survey describe 
SaVS a sales 


promotion manager If the surve\ 


Varcl 


Research 


has any effect, it will be to make us crack 
on implementation of existing policies. It 
thing to have a policy and quite another to 
sure field people carry it out 

Another research manager says the survey “vil 
with our own studies” and suggests that “it should 
now be developed further, statistically and quanti 
tatively, to find out what per cent of all dealer 
have the attitudes described 

Skeptics’ Corner—A chief criticism of the 
vey is that the size of the sample is too smal 
Black’s researchers interviewee 
served 26 others, and probed a limited 1 
consumers 

Professional researchet iv that depth 
often use a sample of under LOO person 
point out that each interview takes 5-6 hour 
costs about $50. A larger sample might be 
pensive and time-consumin; 

Dow agrees that the sample 
says this is not a valid criticism the findin 
Enough people have se irvey and have 
said its findings are good 
its valid,” says Gar Fritz of Dow's merchand 
department 

Phe survey is too heavily wei 
of Maine, a typical marketing 
marketing official. Of the 76 intervir 
conducted in Maine; othe 
down to Texas (2) 

Dr. Black acknowled 
England dealers may b 
toward supplying companie 
is a difference only in inten 
iway the surface haze and 2) 


tatements about vener 


Ihe urvey claim 


bo this 
porting dea ittitude 
dealer and the custom 
black past. Tru 


to come to eri] 


One murket 





There is no substitute 


tor TOKHEIM QUALITY / 


Helping to keep the giants aloft! 


Top aircraft engine rebuilder relies on 


TOKHEIM METERS 


to measure exact fuel used in simulated flight test! 
Periodically, every aircraft engine demands complete 
overhauling. One of the fastest, most modern facili- 
ties in America is Aerodex, Inc., Miami, Florida. 
With airline and Air Force safety in the balance, 
absolute accuracy is essential ...and Aerodex uses 
measure the fuel consumed in 


Tokheim Meters to 


simulated flight tests given each rebuilt engine. 
Wherever accuracy is foremost, Tokheim is the 
choice. No wonder tank trucks, bulk plants, indus- 
tries and airports are switching to Tokheim Meters. 
Now available with 40 g.p.m. capacity; positive piston 
displacement-type measuring unit; Veeder-Root reg- 
ister and totalizer; pre-set flow control which deter- 
mines gallonage and cushions shut-off; reversible air 


separator inletand strainer. Ticket Printer is optional. 


See your Tokheim representative for full facts, or 


write factory for literature and prices. 


OKHEIM 


—* : GASOLINE PUMPS er 
AND ACCESSORIES Subsidiar 


DESIGNERS 
Wabash Avenue 


One of four Tokheim Meters in Aerodex, Inc. plant accurately 
registers fuel consumed in exacting, four-hour engine test. 


An engine test cell in Aerodex, Inc. plant. Operator and in- 
Strumentation are housed behind soundproof glass at right. 


peneral Products Division 


TOKHEIM CORPORATION 


AND BUILDERS OF SUPERIOR EQUIPMENT 


SINCE 1901 Fort Wayne 1, Ind 


*s: Tokheim N.V., Leiden, Holland —-GenPro, Inc., Shelbyville, ind 


Factory Branch: 475 Ninth Street, San Francisco 3, California 


In Canada 


kheim-Reeder of Canada, Ltd., 


205 Yonge St., Toronto, Ont 
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Merchandising 


Here's the Spring Ad Picture 


@ Seasonal campaigns are fading as year-round sales level off 


@ That, plus uncertainty about profits, means continued caution 


OPTIMISM is still a scarce commodity in oil ad- 
vertising circles. Declining profits seem to be an 
effective check on expansion of budgets and media 
coverage. 

With the turn of seasons, the ad pace is pick- 
ing up a bit. But the upswing may not be enough 
to top 1957 figures. From early reports, 1957 was 
a record year for media: general and farm maga- 
zine revenues were up 7.2%; network TV income 
was up 5.2%, and newspaper revenues were up 
1%, even though linage was off 3%. 

Spring advertising campaigns as such are dwin- 
dling. Steady year-round sales of gasoline and the 
advent of multigrade oils have convinced many ad 
men that spring should mean more of the same 
in media, budget and promotion materials. Many 
companies will carry over from winter the same 
advertising themes. 

There’s at least one notable exception. The 
Texas Co. is readying a full-scale promotion and 
ad push to draw motorists into stations for spring 
checkups. The campaign will be keyed to the 
theme, “Swing into Spring.” It will be built around 
a network TV = spectacular on April 9, starring 
Benny Goodman. Spot TV and radio, outdoor and 
printed media will pick it up from there 

Variations on a Theme—Where ad_ programs 
will have a theme, theyll vary all over the lot. 
Sohio, D-X Sunray and Richfield of California will 
continue along the Boron trail. Skelly will boost its 
additive, Keotane, with a theme recommended by 
motivation “Drive Your 
Clean.” 


researchers: Engine 

Spring is traditionally the time for hard sell 
and product themes. But several companies move 
into spring with a high-gear service theme; others 
will go big for institutional or “personality” ads 

Among the latter is “Frontier J. Horse,” Frontier 
Refining Co.’s gregarious horse-about-town. This 
month F. J. H. moves from TV, which up to now 
has been his chief stable, into newspapers and 
billboards. 

F. J. H. is helping Frontier develop a_full- 
fledged personality campaign based on the theme, 
“HORSEpower.” Tie-ins on the theme may even 
extend to horse’s-head pump toppers. 

In the East, the biggest news will be made by 
Sun Oil’s five-grade promotion. The theme will be 
gasoline “tailored” to fit specific car needs. Sun 
will probably use saturation ads and spot merchan- 
dising as the blending system makes its debut mar- 
ket by market. 
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NEWS 


@ Point-of-sale and TV are due for heavier emphasis 





Budgets Steady 
to ride on their year-end predictions of no budget 
increases this year (NPN—Jan., p1l02). 


Most ad managers are content 


\ few say the profit picture is still clouding 
efforts to come up with a comprehensive ad 
program. 

One company was hammering out plans last 
month, with no decision in sight. Another says it 
has no “budget,” but shifts plans as business con 
ditions change 

Heading the list of expanders, Skelly is schedul 
ing the highest advertising budget in company his- 
tory. Sun will add about $1-million to its normal 
$4-million budget to push five grades. 


Media Outlook—This looks like a fast-moving 
season for TV. Continental Oil Co., Phillips Petro 
leum Co., Carter Oil Co. and Leonard Refining 
Co. all plan larger expenditures in that medium 

American Oil Co. drops its long sponsorship ot 
Edward R. Murrow’s “See It Now” show on 
March Increases in spot TV and radio will take 
up the slack. Socony, pleased with ratings of its 
new ITV western, “Trackdown,” will continue with 
that show. Shamrock Oil & Gas Corp. launches a 
new 20-second and 60-second spot TV series in it 
fexas market area 

For broader coverage, Frontier will drop spot 
radio and concentrate on TV, metropolitan news 
papers and main-highway billboards 

In an important media shift, Richfield of Cali 
fornia moves its news show to CBS radio after 25 
years with the NBC network. Some 32> stations 
will pick up the Richfield reporter on the Coast 


Promotion Picture 
stl on the risc 


Point-of-sale emphasis ts 
The problem, says one marketer 
is to pack as much wallop into a station as possible 
without cluttering the view 

Look for Continental Oil Co. to come up with a 
bright new motor oil can in the next few months 
The plan is to feature motor oil brand names in 
new colors and designs. In the past, Conoco ha 
gone for cans with red and green triangles with 
the company name prominent 

With warmer weather on the way, many station 
promotions will take on a sports theme. Speedway 
Champlin and Union Oi} will bank on sports for 
point-of-sale material in’ the coming months 


Sports networks special hookups for coverage 


of sports event ire a growing factor in TV, and 
oil compan if expected to exploit them to the 
fullest & 











: sail % 


Movie-makers at work for Sinclair Refining Co, The film they come up with will soon be playing to... 


Farm Shows: Sinclair's Pitch to 


Packaged meetings make it easy for local marketers to promote 
their own ‘Farm Nights.” It's part of a long-range effort to 
make friends—and turn them into customers 


IN MANY PARTS of the country, farm trade ts a 
juicy plum for the marketer who gets it. American 
Petroleum Institute estimates that farmers buy 20% 
of the gasoline, 17% of the tires and 20 of the 
batteries retailed in the nation 

Competition runs high. Each of the dozen or so 
top marketers in the field has its own techniques 
for cultivating the market. They vary from. the 
trongest hard sell to the mildest soft sell 

Sinclair Refining Co.’s approach is a_ soft-sell 
farm show program. It's built around “How to do 
it’ films and backed by company-wide advertising 
and research. The whole program is tailored for 
use by local Sinclair marketers 


Show Package: It Wins Friends 


Get-togethers for farm families are the heart of 
the Sinclair program. To help run lively meetings, 


the company furnishes free a farm show package 
to marketers and distributors (in Sinclair terms, a 
marketer is a consignee; a distributor is an inde- 
pendent branded jobber). It has ten parts 
. Self-help films, a key feature 
Color cartoons, to entertain the younger set. 
“How to do it” booklets. 
Hall decorations, 
. Outside banners to identify the meeting place. 
Promotional material. 
Registration tickets for door prizes, and for 
farm follow-up. 
Newspaper mats and handbills. 
Publicity kits to herald the beginning of the 
show season. 
Invitations for the show. 


rhere’s no estimate of what this package costs 
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Merchandising 


A big potential market: farm community audiences in 36 states. This one’s in Watseka, HL. 


the Man Behind the Plow 


Sinclair. The program budget comes under a farm 
sales promotion heading. 

Sinclair offers other help in setting up the meet- 
ings. Hall rental, entertainment and refreshment 
costs are shared 50-50 by the company, up to a 
limit of $50 per show. Space and time costs for 
newspaper and radio advertising are shared as part 
of Sinclair’s regular ad program 

Self-Help Films—Sinclair makes one new movie 
a year, with the cooperation of the U. S. Dept. of 
Agriculture. None of the films carries product ad- 
vertising. Subjects range from farm safety to insect 
control, community improvement, the problems of 
farm housewives and the story of increasing farm 
mechanization, 

Ihe films get free publicity from county exten- 
sion agents, since they can be borrowed or bought 
by groups outside the Sinclair organization. Films 
are borrowed about 2,500 times each year by clubs, 
government bodies, schools and foundations. Sin 
clair farm shows alone account for 700 to 1,100 
showings per year. Average attendance at each 
showing is 300 people. 


A farm safety film, “Miracle in Paradise Valley” 
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holds the company record for long runs. More than 
S-million people have seen it and 1600 copies have 
been sold 

Sinclair won't release cost figures, but expert 
estimate that $2,000 per minute is 
back guess for black and white sound films. Color 
runs a little higher. Sinclair's films are usually about 
one-half hour long 

“How-to” Booklets— Continuing the self-help 
theme, Sinclair prepares booklets for free distribu 


a LOK Ye} he rse 


tion. They cover topics ranging from. grassland 
farming to carpentry and metal work. Farmers can 
pick them up at Sinclair meetings, or from exten 
sion agents and from some agricultural schools and 
colleges 

Unlike the films, the booklets carry a healthy 
portion of product advertising —all tied in) with 
serving farm needs. Tips on how to maintain trac 
tors, for instance, recommend Sinclair lub 

More than 1,000 jobbers and consignees in Sin 
clair’s 36-state area use the farm program. Indi 
vidually, they count on farmers for 15% to 75 
of their total busines 

(Continued on pave 1 
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“The farmer is closer to the community, no longer so self-reliant, On the whole 


he’s as sophisticated as his city cousin.” 


(Begins on page 120) 

Follow-Up Is Vital— Ihe farm show is strictly 
low-key selling. With rare exceptions there’s no 
product pitch, no attempt to sign up customers. 
Product displays are the chief means of inviting 
attention to the company name. 


But Sinclair urges marketers to pursue the ad- 
vantage gained at meetings, via personal calls on 
farmers. Registration tickets, used for awarding 
door prizes, give the names and addresses of cus- 
tomers. Marketers take it from there 

Marketers use ingenuity in planning tie-ins with 
the farm shows. It’s not unusual to find a barn 
dance on the same program, or a charity cake sale, 
or even an annual fire department banquet. Links 
to the community give the farm show a homey 
touch and identify the marketer as a local man. 

Advertising Follows Up, Too—To back up mar- 
keters in their efforts to keep the Sinclair name be- 
fore farmers, the company maintains an advertis- 
ing schedule in 5 farm magazines. “This is an 
excellent media because it is vital to the farmer’s 
business,” says an official. 


On the other hand, the farmer as a consumer-.s 
reached by nearly all the normal media. This al- 
lows Sinclair to count on depth, as well as broad 
coverage in its advertising schedules. 

Maintaining Communications—Anintensive farm 
program is Only as good as the information local 
marketers possess. To keep this information flow- 
ing, Sinclair has set up a communication system. 

Reports on farm show attendance, film and book- 
let distribution are regularly passed on to executives 
in charge of the program. At the same time, news 


about farm developments, trends and markets flows 
from the top to the bulk plant. 


How the Farm Market Is Changing 


Success and failure in selling to farmers depends 
to a large extent on how good—or bad—the crop 
is. Most of the top farm marketers keep on top of 
the crop and market situation. 

Sinclair is no exception. The company keeps a 
watchful eye on U. S. Dept. of Agriculture surveys 
and farm bulletins. 

Farm Economy: Changing—Perhaps even more 
rapidly than the general economy, the farm seg- 
ment is undergoing rapid change. As one expert 
puts it, “Farming is becoming more and more pro- 
fessionalized.” 

Individual farm holdings are increasing, while 
the farm population is decreasing. There’s more 
output per land unit than before. Mechanization— 
even automation—is the basis of the new farm. 
Vehicle population is steadily rising. Farm business 
for oil marketers, on the whole, has been swinging 
upward for the last 10 years. 

The Farmer Is Changing—As the farm economy 
shifts, the farmer is being transformed too. One 
farm marketer puts it this way: “The farmer is 
closer to the community, no long so self-reliant. 
He may even live in town and commute to his 
holdings. On the whole, he’s as sophisticated as 
his city cousin.” 

Sinclair farm shows reflect this change. In past 
years, entertainment was rated the number one at- 
traction. It’s still popular, but the core is now the 
self-help movie. The farmer is a businessman who 
runs his farm as efficiently as possible. a 
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DUPONT Sent NEWS 


Number 85 in a Series of Bulletins for the Petroleum Industry MARCH 1958 





ANOTHER DU PONT SERVICE... 


New bulletin service provides 
tips on additives handling 


The chief aim of our newest service is to make the use of additives as 


BASIC RESEARCH is A Casy and economic al as possibl for Du Pont customers 
NEVER-ENDING PROJECT As a leading supplic r of tetraethyl lead and othe: } troleum: addi 
AT DU PONT tives, the DuPont Petroleum Chemicals Division employ a stafl of 


Last year, the DuPont Company spent engineers who are also additives handling spe iatlists, the “Operation 
approximately $15 million for basic re ; , P 

search alone—research into une xplore | Group. These men have had broad « \perience im their field. To pu 
sph res of chemistry. 

The expenditure represents nearly 
20% of the company s total investment 
almost $SO million, in research and ce 
velopment. Last vear marked the 30th 


their know-how along to vou in the oil industry. we now issue, fron 


time to time, “Additives Handling Bulletins 


anniversary of our basic research pro 
Cran, which has Vie Ided Hew know] 
edge and eventually contributed to the 
development of many new DuPont 
products. Among the fundamental re 
search projects undertaken by the 
DuPont Company back in 1927 was 
the work on condensation polymers 
This work has since borne fruit) by 
forming the scientific basis which led 
to such produc ts as nvlon, “Zytel” ny 
lon resin, “Delrin” acetal resin, “My 
laut polyester filin and ei ronar. poly 
ester film base. The long list of othea 
produc ts stemming from oul basic Vr 





search projects ine ludes neoprene syn 


thetic rubber, weed killers, and poly Reaeial 
urethanes. 

A pioneer ADDITIVES i 

| 


DuPont has been one of the industrial 
pioneers in’ basic research. Back in 
1927, virtually all industrial research 
was “practical,” aiming directly at 





product discovery and deve lopm rit 
Phen came, in addition, the quest for 
1 


more pure scientific knowledge. 
DuPont’s belief in’ the Importance bal nl” 
ol this work has cause ad basic research 
to become cLDb TPEETELCTISE Hever endin 
project: for the company. Today, ay THE NEW seri: 
proximate! HO DuPont scientists ar 
{ , 


engaged in thi type of activity and 
altogethet 2.170 are working exclu 
sively on res rch ind development 
projects 
mental com 
Fundamental combustion research rriPonk Pero! 


The Petroleum Chemicals Division results are 


ADVERTISEMENT—Prepared for the Petrol 





ESTE Additives Handling 


Phe first of these has recently come off 
the pres It deals with the use. of 


duple \ instead of the simple X 
flow 


purnps 
for keeping additives free 
ing in cold weather 

By using this ts 
with the 
building or cabinet, the 


{\ pe 


” Of pump installed 
heated 
with 


il ( onside ! 


additives drum ina 
additive 
piped for 
able distance outdoors in cold weather 
Pius the of cither heating on 
insulating pipes 1s 


\ diagram show 


plump Can be set tp in 


diluent, can be 


necessity 
avoided 

clearly how. the 
ail pical re 
finery treating system. Information on 
installation application: variations, ad 
included in the 


uitaves, and costs is 


bulletin. 


Future subjects 


Other bulletins in the series which will 
be published shortly will discuss such 
ubjects as methods of plunpmig heat 


ing, cis pensimyg, storage, 


EACH BULLETIN WILL CONTAIN 


data and diagrams on the additives handling 


detailed 


aid featured. 


Phere is no definite 
schedule. We 
olten as helpful ideas are 
IH you would like to re 
yust vet ma towed h with one of our re pre 


offic ‘ 


publication 
plan to issue them as 
deve loped 
CVE COP 1 S 
sentatives at any of the sales 
listed at the right. 





See the 
“Du Pont Show of the Month’ 
on CBS 
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Canis NEWS 


HEADS UP EASTERN REGION 


KARL G. BENNETT is Eastern Re 
gional Manager for the DuPont Petro 
leum Chemicals Division, with head 
quarters in’ New York City. Prior to 
this assignment, he was Central Re 
gional Manager in Chicago. 

Mr. Bennett has with the 
DuPont Company since 1931. His first 
job was in the Grasselli Chemicals De 


he Ch 


To Reduce 
Treating Costs... 


You can sweeten AND stabilize, 
both with a single additive 


You can take both of these important 
steps im a single Mmexpensive opera 
tion with one additive—Du Pont Anti 
No. 22 (AO-22 


oxidant 


2 
Aationdant Ho. 22 
sepceteni ng 


oHers these § edvantages 


YOU CAN obtain copies of these booklets on 
antioxidant sweetening from any of our sales 
offices listed at right. 


Antioxidant sweetening equipment 
is less expensive than other types. And 
s required — so 


no sulfur or coppel 


partment. In 1934 he was transferred 
to a sales position in the Organic 
Chemicals Department. 

In 1939 he went to Chicago in 
charge of sales in the Western area for 
the organization now known as. the 
Petroleum Chemicals Division. He re 
turned to Wilmington in 1943 as a 
member of our Petroleum Laboratory 
staff. He was appointed Central Re 
gional Manager in 1947, 

Mr. Bennett was graduated from 
Clarkson College of Technology with 
a B.S. degree in chemical engineering. 
He is a member of the American 
Chemical Society, the Society of Auto 
motive Engineers, and the American 
Petroleum Institute. 

When he recently took over the 
managership for the Eastern Region 
he succeeded Mr. Alfred R. Mullis, 
who became assistant director of sales 
in DuPont's home office, Wilmington. 
And Mr. Bennett was succeeded in the 
Central region managership by Mr. 
Donald W. Frison, formerly manager 
for Mid-Continent region in Tulsa. 


no chance of contamination 
Also 


number. 


there is 
from these elements there is no 


loss of gasoline or octane 


——SALES OFFICES 


Chicago 3-8 So. Michigan Ave 
Cleveland 15-25 Prospect Ave 
Denver 2 Petroleum Club Building 
16th & Broadway 
Houston 2 
705 Bank of Commerce Bldg 
Los Angeles 17 


New York 20 
1270 Ave. of the Americas 


Philadelphia 2-3 Penn Center Plaza 
Pittsburgh 22 1 Gateway Center 
San Francisco 4 111 Sutter St 
Seattle 3.4003 Aurora Ave 

Tulsa 1 1811 So. Baltimore Ave LUther 5-5578 
In Canada DuPont Company of Canada (1956) Lim 
ited, Petroleum Chemicals, 85 Eglinton Ave. East 
Toronto 12 Ontario HUdson 1-6461 
In Other Countries Organic Chemicals Department 
Export Division, 7447 Nemours Bldg., Wilmington 
98, Del., OLympia 4-5121, Ext. 2962 


RAndolph 6-8630 
SUperior 1-1363 


AComa 2-2347 


CApitol 5-1151 


MAdison 5-1691 


< 


612 So. Flower St 
COlumbus 5-2342 
LOcust 8-353] 
ATlantic 1-2933 
EXbrook 2-6230 
MElrose 6977 


REGU. 5. PaT. OFF 


Better Things for Better Living 
... through Chemistry 


Du Pont Tetraethyl Lead and other Petroleum Additives 


A-6293 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 


Printed in U. S. A. 
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‘Business Clothes’ Hike Sales 


CLOTHES don’t make the man, but 
they do help him make a good im- 
pression on his customers. 

That’s the idea behind increasing oil 
company emphasis on the appearance 
of service station personnel. 

Marketers are trying to standardize 
the outfits worn by dealers and their 
employes. Often in the past the men 
at the pumps have stood forth in a 
rainbow-like array of odd caps, shirts 
and trousers. 

Uniformity of appearance has al- 
ways been a goal of marketers. But 
now there’s another aim too. 

As tne role of the dealer is chang- 
ing trom gasoline pumper or grease 
monkey to independent businessman, 
so too 1s his outfit. “Unitorms” as such 
are obsolete: the new designation is 
“business clothing.” [he latest station 
outfits are designed to give more pres 
tige to the service station worker in 
his own and the public’s eyes. 

lo achieve this “business” effect, 
oil companies are calling in clothing 
designers, uniform suppliers, and tab 
ric research men. [hey're looking tor 
an outfit that will stand up under the 
trying conditions of service station 
wear and will favorably identity the 
company’s brand at a glance. 

Other industries and businesses are 
looking for much the same things, ot 
course. [hey have all helped boom in 
dustrial uniform from $25-million in 
1946 to $125-million last year. 

But the oil marketing industry is 
one of the hottest fields now, the cloth 
ing men say. As an example, they cite 
Phillips Petroleum Co. 

Last summer, Phillips station man 
agers blossomed forth in smart, two- 
piece beige Dacron ensembles. The 


Money is the Magic 


RESEARCH MEN who agree with the 
surveys pooh-poohing additive adver 
tising are sleeping easier these days 

Recently, a major marketer rocked 
their boat by scoring big sales gains 
in the midst of a campaign bally- 
hooing a new additive. [The experts 
scurried around, trying to find some 
“magic ingredient” in the campaign 

Now the secret is out. The “magic 
ingredient” is money. A survey of the 
campaign found that sales gains were 
roughly proportional to the vastly in 
creased ad budget allotted during the 
promotion, 
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outfits were designed for Phillips by 
H. D. Lee Unitorm Co., Kansas City, 
and sold for about $20. 

More recently Tidewater Oil Co 
announced an company 
wide contract with Lion Uniform Inc., 
ot Dayton, Ohio. The contract calls 
for an initial order of 20,000 new 
white Acrilan outfits for 
dealers. 

White uniforms are not new; Lide 
waters western division has had them 
[he tabric Acrilan 


is new, and ts said to be acid-re- 


exclusive 


Lidewate! 


tor some time 


sistant, stain-resistant and color-fast. 

For the eastern division, the color 
is a radical change. Just last year, a 
spruce green outfit was adopted for 
station personnel. [he shift in plans, 
Tidewater executives say, Is part of 
the “new look” in the company’s mat 
keting 
single identity from coast to coast 


Ihe company ts striving for a 


Lhe new outfit will cost slightly less 
than the old, but there will be a big 
ditference in distribution. On the West 
Coast, uniforms were previously rented 
to dealers, who in turn used a laundry 
service to keep them clean 

Now, all dealers will be expected 
to buy their own outfits. Prices will 
range from $7.95 for a heavy duty 
Acrilan winter jacket to $6.95. for 
Acrilan 
trousers. Bleached white summer out- 


bleached white gabardine 
fits of cotton twill will cost even less 

From the warm 
white uniforms on the West Coast, 
lidewater expects all marketing divi 
enthusiastic about the 
change. Additional selling points will 
be the longer wear and cheaper price 

White business clothes are not the 
most startling features of the haber 
dashery revolution at stations. During 


reception” given 


sions to be 


in this Stew 


What's depth 


vealed that consumers weren't really 


more, probing re- 
convinced of the merits of the addi 
tive. Most of them switched to it be 
cause they were dissatisfied with the 
station or brand they had been using 
before the additive advertising cam 
paign broke. 

All the reasons for 

or lack of it 


tion studies were 


brand loyalty 
uncovered by motiva 
Operative in the 
campaign. Now, marketing executives 
of the company are 
themselves to find a sure way to hold 
added 


depth probing 


onto the customers th 


NEWS 


the past summer, numerous Southwest 
service station dealers decked them 
selves out in snappy Bermuda shorts 
and “General Ridgway” pillbox cap 

And up in Canada, British Petrol 
eum probably pointed the way to the 
future when it announced a clothing 
design contract with Parisian couturiet 
Christain Dior. 

It’s BP’s aim to sheathe lady service 
stations attendants in the latest crea 
tions from the world of top fashions 
Unfortunately, the death of Dior held 
up the project for a while, but latest 
reports indicate BP is going ah 
with a search for a replacement 

In explaining BP’s interest in h 
fashion, sales manager Richard | 
Crighton up another facto 
which promises to wield increasing in 
fluence over the design of “busin 
clothes.’ 

“In the days when motoring was 
strictly a man’s affair, any old pum 
at any old place was good enough 


Now the whole subject of service st 


points 


tion beautification . is directed t 
fulfill the 
motorist.” 


pleasure of the woman 


Devastating Coincidence 


YOU CAN head this one “All right 
men, synchronize your watches 

By a curious coincidence 
editor received—in the sam 
two postcards from the san 
borhood service station 

One said, “Many thanks 
ing Our station Hope to 
again soon 

Ihe other lamented, “We 
seeing you and set 
Cal 

By itself, each ts 
ing. Together, they destroy t! 
sonal touch” the dealer 


good m 


hard to achieve 


Texaco Credit Change 


IEXACO’S new credit) card ten 
shifts into high gear this month (NPN 
Dec 57, p94). But even before im 
printers started clicking off 
sales, marketing officials came 
an important change 
Dealers will pay for uss 
tem at the rate of .O5S‘ 
sales per month up to a 
of $3 per month. Texaco 
plans called for a_ sliding 


charges with no ceiling 





6 ence 


1: Faster, Easier Resetting: New controlled reset-cycle 
guarantees uniform resetting action. What's more, reset lever and gas 
nozzle are on the same side... no need to walk around the pump. 


2: Fewer Parts: Simplified design has eliminated many moving 
parts ... which means better service with less maintenance... a definite 
new factor in control of operating costs. 


3: More Protection tor Totalizers: Complete enclosure 
of these vital parts means better overall protection, and guarantees an 
accurate count. 


4: interlock Feature: Elements are provided in this design to 
assure interlocking. These involve no extra components, other than parts 
which pump manufacturers would have to supply in order to connect the 
computer to elements outside the pump and the pump-motor switch. 
This feature makes sure computer is reset before next sale is made. 


5: Larger Figures: 16% increase in size of figures . . . and 
placement of the reading line 18° above the horizontal . . . assures easier 
reading than ever before. 


6: Improved Lighting: Lower bank of figures projects slightly 
forward ... permits light to shine directly on figures . . . and also con- 
tributes to easier reading. 

These new ‘“‘built-in skills’’ are proofs of 

progress in Veeder-Root's non-stop ef- 

fort to co-operate with pump manu- 

facturers in giving constantly bettered 

protection and service both to service 

stations and the motoring public. 
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VEEDER-ROOT INC. wartrorvo. conn. “THE NAME THAT COUNTS" 
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New office building, new location cost Kay Petroleum $30,000—but should save $21,000 a year 


ls Your Office in the Right Place? 


“OUR OFFICE tor burner service was in the 
geographical center of our market,” says Herb 
Krechevsky, “but that wasn’t the time center. We 
didn’t need a formal survey to show us we were 
losing a hell of a lot of time—and money.” 

Phat’s why Kay Petroleum Co. moved its burner 
service department out of downtown Hartford, 
Conn., and into the outskirts of town. The cost was 
$30,000 for land and buildings. Krechevsky, gen- 
eral manager of the Calso gasoline and heating oil 
jobbership, figures the payout will come in trans- 
portation time saved by his 14-man service crew. 


These Were the Problems 


Operating from the traffic-choked downtown 
areas, Krechevsky faced these obstacles: 

e@ Basement location. Floor space was enough 
for two offices, parts storage, and working area, but 
it wasn't the best place to bring a prospect. There 
was a health hazard from auto exhaust that seeped 
in through a street-level window. 

e@ Parking troubles. Prospects found curb space 
at a premium—so did employes, who collected an 
average of two parking tickets a week. Kay leased 
space for servicemen’s cars and burner trucks for 
$50 a month, but it was five blocks away. 

e@ Loading difficulties. Kay shared a narrow 
back alley with other concerns. It was almost im- 
possible to bring in trailer loads. 

e@ Cost. Kay had a five-year lease on the base- 
ment in exchange for services, but there were fringe 
costs. Says burner service manager Moses J. Mur- 
phy, “Sometimes it cost us $5 in time to have a man 
come in and pick up a 25¢ item.” He estimates 
each serviceman lost half an hour daily by walking 
from the parking lot to the office, picking up sup- 
plies and getting back to his truck. With traffic 
slowdowns, it came to almost two lost hours a day 
at least $6 per man. That totaled more than $460 
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a week—over $21,000 for a 50-week year 

Kay Petroleum scouted around for a better loca 
tion, decided on West Hartford. Here’s why 

Most of the new oil-heated homes in the market 
are going up there. It’s a growing area, and includes 
the largest percentage of Kay’s present oil and 
burner service accounts. If the company decides to 
set up another bulk plant there, zoning laws permit 
it. And there’s plenty of extra space on the property 

150 x 600 ft. 

It's near a number of light industries already 
served by Kay, and puts the company in a good 
spot to woo new accounts 

It enables servicemen to reach other parts of the 
market faster than they could from downtown 


What the Company Wound Up With 


The new headquarters is a 65 x 35 ft. cinder 
block building on a landscaped lot. Parking spac« 
is ample and prospects require no apologies 

Servicemen’s morale is higher, says Krechevsk: 
because over-all working conditions have been 
streamlined. 

Prospects can see the building’s heating and cool 
ing units in action (a GE boiler-burner packaged 
unit heats, a three-ton GE air conditioner cools ) 
The warehouse has plenty of room to display other 
products (Lynn, Rayfield and Ace burners) and for 
storage. Parts are stocked in a 35 x 18 ft. area over 
the front offices—a 10 x 12 for Murphy and 
19 x 12 for the service dispatcher, where record 
are kept. Servicemen have desk space in the hall 

Concrete footings for the foundation are steel 
reinforced to help carry the weight of extra floor 
if Kay wants to expand or shift the rest of the 
operation from its present location in East Hart 
ford. And Krechevsky says the building could b 
converted to a light-industrial plant if it’s ever de 
cided to relocate again # 





Fuel Oil 


What to Do About Public Opinion? 


On the heels of a discouraging consumer survey, Esso’s B. L. Ray 


suggests ways to improve oil heat’s standing. Here they are, with 


cross-references to NPN articles that tell how to implement them 


PFHE OIL HEAT INDUSTRY has a 
pretty good idea how consumers rate 
its product. One tipoff: a recent sur- 
vey by Esso Standard Oil Co. (NPN 
—Jan., pl12.) As NPN’s editorial on 
page 93 of this issue points out, its 
findings aren’t entirely pleasant. 

What should the industry do to re- 
verse the trend of public opinion? 
Some answers come from B. L. Ray, 
vice president of Esso. Speaking to 
Oil Heat Assn. of Maryland, Ray said 
the industry should: 

e Upgrade product. “Refiners of 
heating oil,” he says, “must try at all 
times to improve the product.” (NPN 
—Feb. '57, p129.) Some refiners, he 
adds, are making capital investment 
to improve refining equipment so the 
product can be upgraded. 

Refiners, Ray adds, recognize heat- 
ing oil as a major product, not a 
castoff, a drug on the market. Gulf’s 
Charles Kramb puts it another way: 
some majors will soon put more ad- 
vertis'ing dollars behind heating oil. 
And heating oil distributors, who see 
most major advertising money going 
to plug gasoline, say it’s about time. 

e Upgrade burners. “We see the 
day,” Ray says, “when new home- 
heating equipment will deliver sub- 
stantial savings in heating costs—up 
to 24% for many homeowners.” 
(NPN—Aug. °56, p125.) Improved 
combustion efficiency will do the trick, 
Ray adds. “Efficient low-pressure 
burners will give us zero smoke level 
and a high CO. percentage over the 
entire range of firing rates.” In New 
England, Esso is test-marketing a new 
low-pressure burner (NPN—Nov. °57, 
pl02) 

e Train’ personnel better. Here 
Ray is speaking to distributors, who 
handle about 80% of heating oil 
sales. “Our personnel,” he says, “must 
know the importance of selling serv- 
ice and the economy of heating oil; 
they must have an intimate knowledge 
of heating equipment and heat re- 
quirements of individual homes.” 
(NPN—Aug. °57, p125.) 

e Improve burner service. ‘“Servy- 
ice departments,” Ray says, “Will have 
to see that equipment is as_ perfect 
as is mechanically possible, as perfect 
as humanly possible.” (NPN—Nov. 


i28 


"$6. p123; Sept. °3:7,p133;) Dee. "37, 
p118g.) 

Ray thinks burner service must 
take on new importance. “It must no 
longer be considered a necessary evil 
but a strong, vital part of the market- 
ing program.” 

e Clean up and dress up. “We 
talk about the cleanliness of our prod- 
uct,” Ray adds, “but we must realize 
that cleanliness in customers’ minds is 
often a matter of association. A clean 
product deserves a clean package. We 
must clean up and dress up our serv- 
ice mechanics, tank truck drivers and 
delivery equipment.” (NPN—Sept. ’57, 
p129; Sept. 56, p148; Aug. 55, p99.) 

e Improve over-all operation. “If 
we talk of dependability, automatic 
supply, economy, cleanliness, effi- 
ciency and convenience,” Ray says, 
“we must be prepared to deliver. You 


know what happens when you guar- 
antee something and provide some- 
thing else: a dissatisfied customer may 
be lost forever.” 

e Promote oil heat. “Oil Heating 
Market reports can spearhead the 
greater promotional effort needed,” 
Ray contends. “It has demonstrated 
the ability to co-ordinate, inspire and 
improve local promotional efforts of 
the industry.” (NPN—June ’'57, p137.) 

“It must be apparent to all,” Ray 
says, “that our industry has been lax 
in telling our story to the public. We 
have the facts, and it’s up to us to see 
that these facts reach the public. 

“We're in this thing together,” Ray 
sums up. “As a supplier, my company 
is convinced it is a good business. But 
it can be even better for the jobber and 
the supplier if we realize our respon- 
sibilities and strive to do our best.” 


How's Your Burner Service? 


“GOOD BURNER SERVICE,” says 
Charles Burkhardt, national secretary 
of Oil-Heat Institute’s distribution di- 
vision, “is the real key to good public 
relations in the oil heat business.” 

But what makes up good service, 
what’s the yardstick? 

To find out, OHI checked service 
departments of 200 heating oil dis- 
tributors, large and small, to get these 
answers: 

e Average number of calls per 
year should not exceed 2.5 per cus- 
tomer. This includes the annual check- 
up. The industry is trying to cut it 
down to one call (NPN—Feb., p129). 
If it’s more, your men aren't doing 
the right job. If it’s any less, it’s all 
to your advantage. 

e With 3,000 accounts or less, 
each service man should carry at 
least 500 accounts. If they carry less, 
your labor costs may be too high and 
their skills are not up to par. Could 
be, too, that they are covering too big 
an area. 

e With 5,000-6,000 accounts, each 
man should carry 700-800 accounts. 
It should come close to the maximum 
figure if there is reasonable geographic 


concentration of accounts. 

e With 10,000 or more accounts, 
each service man should carry 1,000- 
1,200 accounts. But here Burkhardt 
adds, “Desirable levels of accounts- 
per man can only be reached if ac- 
counts are zoned—keeping a man in 
a definite area—so that travel time is 
cut to the bone.” 

e For night shifts, service men can 
be assigned to zones three times the 
size of daytime zones. 

e Repeat-call ratios should not ex- 
ceed 4 in 100 calls. A repeat call is 
any callback to the same _ account 
within two-weeks time of the original 
call. This 4% on repeats, Burkhardt 
points out, should be the rule for a 
mechanic with more than four years’ 
experience. 

Good service, Burkhardt adds, 
means you'll keep each account on 
your books longer. And since a new 
account can cost $30 or more, you'll 
save money through good service. The 
survey came up with this fact: Annual 
turnover of accounts in companies 
with efficient service operations did 
not exceed 7% for all reasons, includ- 
ing credit. 
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This unretouched photograph was taken 
during controlled laboratory full scale 
engine tests under typical temperature 
and humidity conditions that cause car- 
buretor icing. 


Save That Customer! UNICOR-LHS PREVENTS 
CARBURETOR ICING i: corsusctor icine nappens vo stats ne em 


of one of your customers this winter he’ll probably cuss out your gasoline, rather than 





the temperature and humidity conditions that are the real culprits. Keep him happy, and 


his car rolling, by treating your product with UOP’s anti-icing compound, Unicor-LHS. 


This is a completely new compound, the most effective anti-icing agent yet developed. It is 


easy to apply and economical to use. Here are its advantages: 
D 24 


Most potent anti-icing agent: Unicor-LHS is an 


anti-icing agent, not just a de-icer. It prevents ice 


formation and is about 40 times as effective under 
severe carburetor icing conditions as the widely-used 
alcohol type. 


No gasoline dilution: Because it is used in very 
low concentration Unicor-LHS causes no significant 
loss in BTU value of gasolines, a primary disadvan 
tage of ordinary de-icing compounds. 


Convenient and economical: Only small amounts 
of Unicor-LHS are required . . . less than half the cost 
of alcohol. No large scale storage or blending facili- 
ties needed. It can be applied anywhere from refinery 
to jobber or filling station. 


Not water soluble: Not soluble in water, Unicor- 
LHS (light hydrocarbon soluble) is completely and 


March, 1958 * NATIONAL PETROLEUM NEWS 


instantly miscible in even the lightest components 
of high vapor pressure winter-grade gasolines 


Available right now: Write our Products Depart 
ment for samples or for commercial quantities. We'll 
be glad to advise you on the most economical way 
to use Unicor-LHS 





Unicor-LHS is also an effectwe rust and corrosion pre 
entative. Protects refinery processing equipment, distri 
bution and storage facilities all along the line from the 
refinery to the final distribution point 


UNIVERSAL OIL 
PRODUCTS COMPANY 


30 ALGONQUIN ROAD, DES PLAINES, ILLINOIS, U.S.A. 


More Than Forty Years Of Leadership In Petroleum Refining Technology 
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© Pumps and tanks for 109,000 bbl. fuel oil 


Why a Jobber 


... These are key parts of Meenan Oil's $500,000 plant 


ut His Money 


Meenan Oil Co.'s Bill Henwood had three reasons: 


e To streamline existing operations and cut costs 


e To offer new services to other jobbers and major suppliers 
e To get set to handle other liquids in the future 


MORE THAN $500,000 put into land, new pipe 
lines, new tanks and new loading racks at Tully- 
town, Pa., is changing the makeup of Meenan Oil 
Co 

The country’s biggest retail distributor of resi- 
dential heating oil—and a sizable gasoline jobber, 
too—is now a terminal operator, working through 
Petrolube, a wholly-owned subsidiary. 

By switching its 20,000-bbl. heating oil storage 
plant into a 6.25-million-gal. tanker terminal, 
Meenan Oil in effect extends the Philadelphia- 


By CORNELIUS BRODERSEN 
Bulk Plants and Terminals Editor 


Camden terminal area some 30 miles up the Dela- 
ware River, bringing a source of supply to the 
Bucks County market served by Meenan and other 
jobbers. 

And after half a year’s terminaling experience 
Meenan isn’t complaining. Gallonage through the 
terminal is about double the volume handled as a 
heating oil retailer. It will grow, too, says Meenan 
vice president Bill Henwood. “We can handle any 
liquid; it doesn’t have to be oil,” Henwood says. 
He’s eyeing solvents and petrochemicals that local 
industries now pick up elsewhere. 

Changing to a tanker terminal is a lot of work. 
But the Tullytown project went smoothly, without 
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on the Delaware River near Levittown, Pa. 


In a Terminal 


too much upheaval and with little rebuilding. The 
original plant, built six years ago, was engineered 
with expanded operations in mind. 


How Meenan Oil Benefits Directly 

For the first time in its Pennsylvania operation 
(It also serves Long Island) Meenan has more than 
enough heating oil storage capacity for itself, in 
two 54,500-bbl. tanks. 

“We'll save $54,000 this year because we can 
now unload directly into our own tanks,” Henwood 
says. That’s what it cost Meenan to put cargo lots 
of No. 2 oil through a Pennsauken, N. J., terminal. 
then barge it to Tullytown—a 22-mile trip. 

And for the first time in its Pennsylvania opera- 
tion, Meenan has its own gasoline storage—20,000 
bbl. each for premium and regular—to backstop 
its two Levittown Tidewater service stations and 
commercial accounts. 

Formerly, Meenan picked up gasoline at Tide- 
water's terminal in southwestern Philadelphia on a 
two-trip-a-day, three-day-a-week basis. “We had 
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a 63-mile round trip that was murder,” Henwood 
recalls. “It took about 4 hours with heavy traffic 
all the way.” 

Henwood figures he saves 15 hours’ truck time 
weekly now that he can deliver direct from his 
own terminal. At about $3.80 per hour truck time, 
that’s close to $60 a week. Add driver costs and 
savings climb to over $100 a week. In a year, more 
than $5,200. 


Here’s the New Business Picture 


With more than five times the former heating oil 
storage capacity, Meenan uses extra storage to 
wholesale No. 2 and to line up throughput deals, 
both for the first time. So far, this has meant: 

@ 6 million gal. wholesaled annually to oil job- 
bers in a 20-mile radius of the terminal. 

“We've lined up 11 wholesale accounts,” Hen- 
wood says. These jobbers either use their own 
trucks to haul to their own plants, or use Meenan’s 
new hauling service. 

e 10 million gal. annually on a_ throughput 
deal with Coastal Oil Co. of Newark, N. J., an 
independent supplier. 

Coastal Oil’s accounts, most of them in the Tren 
ton, N. J. area, also find it more convenient and 
cheaper to pick up product at Tullytown. Before, 
they picked up from Coastal’s Port Newark, N. J 
terminal, a round trip of at least 100 miles, o1 
paid to have it hauled in. Their new supply point 
is about 10 miles from Trenton 

e New gasoline storage enables Meenan to 
throughout that product for its supplier, Tidewater. 

Tidewater has shut down its small plant in Tren 
ton, which served some of its Pennsylvania stations: 
others were supplied from its Philadelphia terminal 
Now all are supplied from Tullytown. Tidewater 
brings in gasoline from its new Delaware refinery 
about 60 miles downriver 


How Meenan Made the Switch 


All terminal work was done during the off-heat 
season last summer, so that by the time the current 
heating season started, Meenan’s new operation 
was in business. There was plenty of work to do 

Dredging—Meenan’s dock is in a basin off Dela 
ware River’s main channel. While Meenan was 
barging product, it was deep enough. For terminal 
operation, 18 ft. average depth at mean low water 
was necessary. At that depth, Tidewater’s smaller 
30.000-bbl. tankers can get into unload 

Meenan expects to dredge deeper if the main 
river channel, now 25 ft. deep, is dug to a 40-ft 
depth. U. S. Steel, which has its Fairless plant 
about five miles upriver from Meenan’s dock, and 
other big industries would like to see the channel 
deepened. For U. S. Steel, it would mean bringing 
larger Ore carriers to its mill. Meenan ts also for 
the deeper channel because T-2 tankers carrying 
S-million gal. could unload at Tullytown 


Pipe Line—To unload tankers, Meenan put in 
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(Begins on page 130) 

two 8-in. welded steel pipe lines, one for gasoline 
and one for fuel oil. The gasoline line runs 2,700 
ft; the oil line is about half as long. 

From storage to loading racks, 10-in. welded 
steel lines were laid for both products. All lines are 
fitted with expansion-contraction couplers. 

Ihe bigger pipe size on the output lines, Hen- 
wood says, may seem contrary to general industry 
use. “But we are more interested in getting the 
stuff out fast than we are in getting it in.” 

Tanks—The 20,000-bbl. former heating oil tank 
was cleaned out and converted to storing premium 
gasoline. Another 20,000-bbl. tank was built for 
regular gasoline and fitted with a Hammond dia- 
litt (vapor dome) vapor recovery system. A light 
10-in. line from the premium tank ties into the 
system, but recovered product passes into the reg- 
ular tank. In that way, the regular is upgraded; 
the premium isn’t diluted. 

On newly acquired land Meenan put up two 
54,500-bbl. heating oil storage tanks. All tanks 
have Shand & Jurs remote reading tape gages and 
laylor Instrument remote reading thermometers. 

Pumps—Two 15-hp Allis-Chalmers pumping 
units, formerly on fuel oil lines, were moved to the 
gasoline pumping station to handle regular gasoline. 
A new 20-hp Allis-Chalmers unit handles the out- 
put of premium gasoline. Gasoline lines are so mani- 
folded that pumps can be switched over in case 
one conks out. 

At a separate heating oil pumping station, two 
new 30-hp Allis-Chalmers units handle the output. 

Loading Racks—Meenan’s office layout is de- 
signed so that loading canopies can be added to 
each side of the building as needed. And to get 
ready for terminal operation, two new loading can- 
Opies were built. Now it’s a radial layout with can- 
opies on three sides of the office. 

As a barge plant heating oil distributor, Meenan 
necded only one rack, and it was at the front 
south side—of the building. It was a three-bay, 
three-spout rack that splash-loaded trucks at about 
350 gpm though 3-in. meters and loading arms. 

As a terminal operator, Meenan moved its own 
retail oil loading rack to the north side of the build- 
ing under one of the new canopies, moved two of 
its 3-in. splash loading arms to the new location 
and added a new 4-in. arm. The 3-inchers still 
load at 350 gpm; the 4-inchers load at 650 gpm. 

The front rack now handles Meenan’s own oil 
transports, wholesale and throughput business. “By 
shifting the racks around,” Henwood says, “we 
keep those trucks out of our yard.” 

The wholesale throughput rack is a three-bay, 
four-arm rack. Three arms are 4-inchers, one is a 3- 
incher. Speeds are the same as at the retail rack. 

The other new loading canopy, on the west side 
of the building, is exclusively gasoline for Meenan 
and Tidewater. Two of its three bays are in opera- 
tion now, each fitted with two 4-in. loading arms. 


SZ 


lhere’s room for two more arms in the third bay. 
Loading speeds are 550-570 gpm. 

In going to 4-in. spouts on new lines, Meenan 
uses Wheaton-Brass counterbalanced assemblies 
with deep-loading arms to cut down on foaming in 
loading heating oil and to cut down on evaporation 
in loading gasoline. 

All loading is remote-controlled from the office. 
Batteries of registers with ticket printing heads— 
A. O. Smith on the 3-in. lines and Granco equip- 
ment on the 4-in. lines—overlook each canopy. 
Dispatchers control pumps through start-stop but- 
tons and control flow of product through the rack 
via handles extending through the floor to Nord- 
strom plug cocks in meter rooms directly below. 

Meters—Meters for each rack are in separate 
basement rooms adjacent to the racks they serve. 
Granco equipment is on all new 4-in. lines, with 
A. O. Smith meters used on the older 3-in. lines. 

Henwood likes indoor meter rooms. “It’s easier 
to work on equipment than if they were outside,” 
he says. And by separating his loading racks, he 
has his gasoline meters in a separate fire-proof room. 
An exhaust fan in the gasoline meter room goes on 
automatically when pumps start. There’s also a 
manual control for the fan so the room can be 
vented before and while repair work is done. 


Meenan Looks Ahead: What It Sees 


“When we first came down here six seasons ago,” 
Henwood says, “we laid out our office building to 
cover the possibility of expanding some day.” 

“We had all the pipes already through the con- 
crete fireproof walls,” Bill Henwood says. “We had 
the footings for the interior walls for the new meter 
rooms all in place. We had the floor cut out for 
the plug-cock handles and for the ticket printers.” 

rhere’s room for another loading canopy on the 
north side of the building. It can be added again 
without disturbing the construction of the building. 

Admittedly, another loading canopy with its 
valves and ticket printers will cramp existing office 
space a bit. “If we have to,” Henwood says, “we 
can add another story.” 

And there are many planned-ahead features in 
the new terminal layout. Input and output lines 
near the tanks are blanked off so that new lines 
can be added for new tanks without too much 
extra work. The firewall diking around the fuel oil 
storage tanks is already in place to handle another 
54,500-bbl. tank. Gasoline and fuel oil pumping 
stations also have blanked off lines so that addi- 
tional pumps can be added easily. Meenan owns 
the land on which to put up more tanks. Right 
now Meenan uses about half of its 23 acres. 

“We have channels under the road in front so 
that we can bring in additional lines without rip- 
ping up the road,” Henwood says. “And we can 
reverse Our gasoline pumping to pump from storage 
down to the dock. We may be loading gasoline 
barges here some day.” a 
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A MAGNET FOR SALES... 











































































































All “Sales-Maker’ models 
are also available without 
brand panels. 


Handsome Gilbarco “‘Sales-Maker” + @ Largest brand panel — 123 square inches. 

pumps out front are compelling in- | @ Long hose reach — Model 1006 with inside 

vitations for drivers to stop and buy extension hose has 14’4” reach — Model 1004 

your brand, A standout everywhere, has 13’4” radius. 

the Gilbarco, “Sales-Maker” is de- @ Rigid Mono-Frame construction. 

signed to give you peak selling: @ Two-piece door panels for instant accessibility. pau 


power at the point of sale... @ World-proven Gilbarco four-piston meter. West Springfield, Mass. 
Toronto, Canada 


Check these features—and write today for complete information. 
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“100” 


CONSUMER-COMMERCIAL GASOLINE PUMP 
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The beautiful 100” priced unbelievably low 
is the Industry’s most popular pump. For high 
priced pump appearance and features, at 
really Low cost, use the Starliner... it's your 
guarantee of the absolute maximum in per 
formance and customer Satisfaction. Under 
writers’ approved, the ‘‘100’’ has big easy to 
read roller register, accurate all bronze meter, 
and delivers a fast 14 GPM from powerful 
millionproof belt-driven pumping unit. Main- 
tenance is absolutely negligible 


Only Gasboy has all Three... 


WM. M. WILSON’S SONS, INC. 


LANSDALE, PA. 
MANUFACTURERS OF GASBOYS, KEROBOYS, 
OILBOYS and ROTABOYS 











Two strands of steel wire add 
strength, conduct static electricity to the 
ground through UL-approved couplings. 











Neoprene tube resists high- 
octane gasoline, stays flexible 
at sub-zero temperatures. 
































QUAKER “QUAPRENE”’ HOSE 
handles all gasoline grades 


Double-wire reinforced for 
strength and static elimination 


QUAPRENE gasoline-pump hose 
is compounded to pump the wide 
range of today’s octane grades. Its 
synthetic rubber tube is not affect- 
ed by hydrocarbon attack. Non- 
swelling, thick, and smooth, the 
tube maintains maximum fuel flow 
throughout its long life, and can’t 
contaminate its contents. 


Strong cotton-yarn reinforcement 
is interwoven with two parallel 
strands of steel wire, which prevent 
kinking and act as static conduc- 


tors grounded to the couplings. 
The strong neoprene cover with- 
stands severe abrasion and the 


actinic action of sunlight. 


Available in cut lengths with UL- 
seal couplings, or in long reel 
lengths; 34” I.D.; 14%” O.D. 


For complete information on Quaker 
QUAPRENE hose, write Quaker 
Rubber Division, H.K. Porter Com- 
pany, Inc.; Philadelphia 24, Pa., or 
Pittsburg, California. 


Hi. K. PORTER COMPANY, INC. 


QUAKER RUBBER DIVISION 
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“Many jobbers don’t realize 
it, but one accident could 
clean them out, says job- 
ber Izzy Kirschner of Phila- 
delphia => 


He’s come up with impor- 
tant questions for you to ask 
yourself about your own 
operation 


| Management | 


How Good Is Your Insurance? 


DO YOU hand out your insurance business on 
the basis of friendship? 

Do you discuss your business risks with an im- 
partial insurance expert? 

Do you go over your insurance program regu- 
larly between premium dates? 

Do you really have top liability coverage? 

The right answers are “No” to the first question 
and “Yes” to the next three. And a “Yes” to the 
last question might still be wrong—if you don’t 
have excess insurance over ordinary top-limit lia- 
bility policies. 

If your answers were wrong, you’d better re- 
verse your thinking about insurance—and do it 
quickly, says Izzy Kirschner. He’s secretary of 
Kirschner Bros. Oil Co., Calso jobber in Philadel- 
phia. 

Kirschner knows the importance of these ques- 
tions because he’s seen other jobbers sweat it out 
when they thought they had adequate protection. 
He knows, too, from first-hand experience in his 
own operation. 


What You Can Do About It 


Four steps, Kirschner points out, will guide you 
to a good insurance program: 

e Find a competent insurance man. Kirschner 
bypasses the insurance agent—who represents a 
particular insurance company—in favor of an in- 
surance counselor or adviser, who has no insur- 
ance company connections and will take your 
view. 
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Ihere’s a tendency among some businessmen 
to buy their insurance from friends who handle 
it as a sideline, Kirschner says. And many jobbers 
let real estate agents, life insurance salesmen ot 
their lawyers handle their insurance matters 

“But they are not too well qualified to grasp 
the scope of an oil jobber’s operation,” Kirschner 
says. “They don’t know the various avenues open 
for a jobber. They usually write a standard-form 
policy through a broker without delving into the 
ramifications of a jobber’s business. Nor are they 
trained to answer the question as to what the 
real limit of liability should be.’ 

On the other hand, Kirschner believes, a com 
petent insurance counselor would properly tatior 
a jobber’s insurance program to fit his actual 
needs. 

e Talk over your risks with your counselor. He 
knows the insurance business, Kirschner says, and 
you know the oil business. By telling him how 
many stations you Own OF serve, how many 
trucks you have on the road, how many peopl 
work for you, and what products they handle, you 
can give your counselor a better picture of your 
problems 

“As a jobber,” Kirschner says, “you are con 
cerned with the possibility of a single action | 
any employe that can cause a disaster. Tell th 
counselor the various things that could occur in 
the daily operation of your business where you 
would be liable to the public for damages com 
ing from any alleged negligence.” 

. . (Continued on page 138) 
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The Service Proved-— 


-“ RUTLEDGE ~~. 


.. PowerGroove Flood _ . 











Now in its second big year—the original area flood with Power Groove tubes! 
Double your usable light with half the wattage—only 400 watts! 
Check these advantages: 


All-Aluminum More Light 
Low Temperature Ballasts Less Wattage 


NEAT ¢ TRIM * MODERN DESIGN! 


NOW... Power Groove Tubes in the famous 


‘RRadtledge istanv-t 


The best island light—made even better with Power Groove tubes! More 
light—fewer tubes—fewer ballasts—less maintenance. 


All-Aluminum, No Rust Fully Serviceable 
Fully Assembled Low Temperature Ballasts 
sis NO FRILLS TO BECOME OUTDATED! 
YOUR LIGHTS 


milla RUTLEDGE EQUIP ENT COMPANY 


: Manufacturers of Fluorescent Island Lights, Fluorescent Floodlights 
Fluorescent Coping Lights, Sealed Beam Area Lighting 














Management 


“For his $750,000 liability coverage . . . Kirschner pays 


about 120% more than when he had only $50,000 coverage”’ 


(Begins on page 135) 


Your adviser should be able to tell you what 
kind of policy will meet your needs—and also 
whether you and your insurance companies are 
meeting all the requirements of state law. 

e Review your policies constantly. It will take 
more than one meeting for your counselor to get 
to know all about your operation, Kirschner says. 
He sits down with his insurance expert at least 
once a month to discuss new problems, to find 
out if he is protected, and to learn about new 
coverages. 

“I don’t wait for him to make suggestions,” 
Kirschner says. “I bring up various situations— 
sometimes it’s a newspaper story about an acci- 
dent or robbery of records—where liability on 
my part would be important. And I make him 
show me in the policy where I’m covered. If I’m 
not covered, I want to know about it. Then I can 
decide whether or not to take on the additional 
coverage.” 

e Look into excess insurance. This, Kirschner 
explains, is additional insurance coverage over 
and above the limits generally available. You 
can’t get it from the insurance company that 
holds your policies, but there are companies that 
deal in excess insurance—Lloyd’s of London for 
one—and your insurance counselor will know of 
other companies. 

The cost of excess insurance is reasonable, says 
Kirschner. “Assuming I have $100,000 top-limit 
liability insurance coverage,” Kirschner says, “lI 
can get $600,000 of additional (excess) insurance 
at no more cost than my first $100,000 coverage. 
Rates go drastically downward as you increase 
the excess liability limit.” 


What Excess Insurance Can Do 


Excess insurance is peace-of-mind insurance. 
And it paid off for Kirschner Bros. in July when 
one of its gasoline trucks suddenly burst into 
flames on a crowded Philadelphia street. When 
the fire was out, the fronts of 12 houses had been 
badly burned and six cars parked in the street 
were wrecks. “We were lucky at that,” Kirschner 
says, “because the gasoline in the tank truck 
didn’t explode and no lives were lost.” 

But without excess insurance, Kirschner would 
have been sweating it out as did a jobber friend 
of his several years ago. The friend thought he 
was fully covered with $100,000 property liability 
insurance. A small gasoline leak from one of his 
tanks started a fire on adjoining property that 
caused more than $2-million damage. Legal ac- 
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tion was settled out of court at a compromise fig- 
ure. “But he didn’t know for many months if he 
was in or out of business,” says Kirschner. 

Kirschner became interested in excess insurance 
about eight years ago, shortly after a gasoline 
truck-trolley collision in Chicago that took more 
than 30 lives. “We examined our liability limit— 
it was $50,000 then—and thought, ‘if this hap- 
pened to us, we'd be out of business.’ We had 
standard-form insurance then and I asked our 
counselor about it. He then told us about excess 
insurance,” Kirschner says. He regards that as 
proof of the need for talking over your problems 
with your insurance expert. 

Kirschner Bros.’ coverage has gone up slowly 
since then. First, top-limit liability of $100,000 
was written on standard-form insurance. Excess 
limits were written first for $100,000, then upped 
to $350,000, $500,000, and finally to $650,000. 
“But we may add another $100,000 after the July 
incident,” Kirschner says. The increases in excess 
insurance can be about every two years, each 
time as a result of talks with the insurance 
counselor. 

For his $750,000 liability coverage—$100,000 
in standard-form policies and $650,000 in excess 

Kirschner feels he pays very little. “It’s about 
110%-120% more than we paid when we had only 
$50,000 coverage,” he says. 


Other Needs, Other Policies 


Kirschner Bros. switched to an insurance coun- 
selor at the end of World War II, after letting 
their lawyer handle their insurance program. “The 
lawyer knew nothing extra about insurance and 
he couldn’t advise us on any of our problems,” 
Kirschner says. But the sessions with the insurance 
expert have paid off in many ways. (The counselor 
earns a commission from the insurance company 
on coverage he buys for Kirschner; there is no 
extra cost to Kirschner Bros.) Here are examples 
of additional policies the expert has come up 
with: 

e@ Inland marine policy. Thats a fancy name 
for a form of mail insurance: for $5 a year, 
Kirschner is protected up to $200,000 if credit-card 
sales slips he sends to Calso’s main office in Perth 
Amboy, N. J., fail to show up. No one package of 
sales slips can exceed $5,000 in value, and all 
mail must be registered. 

e Comprehensive liability policy tailored to fit 
Kirschner’s needs. One policy covers all Kirschner 
Bros.’ 65 service station accounts, 30 commercial 
accounts and about 3,500 heating oil customers 

(Continued on page 138) 





Management 


“Kirschner says, ‘Put as much as you can in one policy’. . . 


It cuts down on paper work and it may save you money” 


(Begins on page 135) 


Endorsements to the main policy cover items 
like these: erroneous delivery of liquid products; 
oil spilled on lawns; operations of independent 
contractors like sub-contractors hired to install 
tanks or pumps; suits for false arrest, malicious 
prosecuuon or wilful imprisonment; protection 
while driving other than company-owned vehicles; 
protection for wives and children of company 
officers in non-company cars; contractual liability 
like that assumed in signing contracts for TBA 
supplies, and auto medical payments covering 
hospital bills for guests in officer-driven company 
cars. 

The policy itself lists all vehicles owned by 
Kirschner Bros.; newly acquired cars are auto- 
matically covered and picked up in the new policy 
through an audit at renewal time each year. It 
also lists all station locations owned or leased by 
Kirschner Bros. and locations where Kirschner only 
supplies product, like commercial accounts or 
dealer-owned stations. 

A contingency coverage protects Kirschner Bros. 
if someone is hurt at a dealer-owned station. “This 
costs us $60 a year,” says Kirschner, but it’s well 
worth it because it puts an end to wasting time 
and money in so-called nuisance suits.” 

e@ All-inclusive fire insurance policy. Every out- 
let in which Kirschner Bros. has any financial 
interest is covered by a one-rate blanket policy. 
Kirschner found that if you own 10 or more sta- 
tions, you can use an “auto filling station form.” 

Separate policies for his 35 stations would cost 
five times as much as he pays now, Kirschner 
estimates. That’s because fire insurance rates vary 
between cities and between districts in a city, 
and each station would be covered at a different 
rate. 

A single all-inclusive fire insurance policy avoids 
headaches, too. “You avoid complaints and re- 
quests from inspection departments of insurance 
companies, something you’d have to face if you 
had single policies for every station,” Kirschner 
says. He follows a policy of insuring to cost to 
make certain he’s adequately covered. (You can 
determine this cost figure by commercial appraisal; 
through valuation by a qualified insurance company 
representative, by revising original cost to conform 
to current costs; and by an accurate knowledge of 
local current costs.) 

e@ A policy covering the mysterious disappear- 
ances of accounts receivable. This covers the theft, 
destruction or, as the policy says, mysterious dis- 
appearance of company records, “I read about a 
robbery in which company records were taken 


from the safe,” Kirschner says, “and I asked our 
insurance expert what would happen if the same 
thing happened to us. I wanted to know if we 
were protected.” 

Kirschner Bros. wasn’t, came the reply. But it 
is now: for a $176 premium, Kirschner Bros. has 
coverage up to $126,000 in accounts receivable. 
The figure was arrived at by averaging the ac- 
counts receivable on hand over a two-year period. 


Keep It Simple 

Kirschner likes to simplify his insurance pro- 
gram as much as possible. “Put as much as you 
can in one policy,” he says. It cuts down on the 
amount of paper you have to keep and look 
through if something goes wrong; and it may save 
you money. 

Kirschner’s fire insurance policy is one example. 
His comprehensive liability insurance policy is an- 
other. “I'd be in insurance policies up to my neck 
if | had separate policies for each of our stations, 
each of our commercial accounts, and each of our 
trucks,” he says. 

“Place all your insurance with one company,” 
Kirschner advises, “and you tell you insurance 
expert what company to place it with.” Kirschner 
feels he gets better service by having all his eggs 
in one basket. And he says one single company 
would be less likely to cancel you out if one phase 
of their business with you should become unprof- 
itable. 

“Let all your insurance expire on one date,” he 
adds. You can key it to the end of a fiscal period, 
your birthday or anniversary. A single date is one 
you remember better and you know, too, that 
once it comes up, all you insurance for the year 
is taken care of. With policies expiring haphaz- 
ardly, it’s possible to forget about one expiration 
date because you’re busy with other matters. 

“Put you liability insurance on an occurrence 
basis rather than an accident basis,” Kirschner sug- 
gests. The cause of an injury may be cumulative 
rather than momentary, and an injury may not be 
the result of an accident. Kirschner says there’s 
a fine line in the legal interpretation between an 
accident and an occurrence. Occurrence liability 
provides the broader coverage. 

“Save old policies at least two years,” Kirschner 
also suggests. This may be to your advantage in 
case there are delays in bringing suit against you, 
especially if you change insurance companies. 

The thing that sums up sensible insurance plan- 
ning for Kirschner might be this: don’t take any- 
thing for granted—check it with an expert to make 
sure, * 
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PERCHLORETHYLENE 


AND LIGHT SOLVENTS 








model S53A 


This is just one example of 

PROGRESS truck tanks that are used 

to dispense products other than 

gasoline, fuel oils, and distillates. oz 

If your product is in liquid form— PROGRESS 
contact us or our representative 

for complete details. P 


ad, 


CUSTOM BUILDERS OF TRAJ 
KIND OF LIQUID PRODUg 
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Management 


Make Your Rents Do Double Work 


STATION RENTS can do more than 
just bring in money. The right rental 
policy can improve your dealers’ 
Management and give them a fairer 
Shake, says Howard H. Ingersoll, as- 
sistant general manager of marketing, 
Atlantic Refining Co. It might even 
help boost sales. Atlantic’s rents are 
based on a percentage of gross sales 
that decreases as dollar volume rises 

“Gross sales” includes everything, 
down to the dealer’s take on Cokes 
or pay telephones—less taxes on gas- 
oline, motor oil and tires. Special fa- 
cilities, like parking lots run in con- 
junction with stations, are exempt 
because they're rented separately. 

Atlantic collects no rent at all on 
the first $500 of gross sales a month 
Rent is 6% on the next $2,000, 5% 
on the next $2,000, 4% on the next, 
and 3% on everything over $6,500. 
“Taking out the first $500 materially 
helps the little guy,” Ingersoll says. 

Basing the rent on dollar volume 
instead of gallonage encourages the 
dealer to build a balanced business, 
Ingersoll believes, and emphasizes 
higher-profit services and products 
other than gasoline. 

Ingersoll says the system has three 
big management advantages: 

e The dealer pays rent on the 
basis of the business his location ac 
tually produces. The rent goes down 
during price wars, and he doesn’t 
have to bear the brunt if the com 
pany overestimates his potential gal 
lonage 

e The dealer must keep books to 
comply with the system, so he really 
knows what he’s doing. (Some deal 


ers dislike having to keep books “for 
the first time in their lives,” Ingersoll 
notes.) 

e Atlantic salesmen therefore have 
more of a chance to analyze the 
dealer’s business carefully and help 
him where he’s weak 

Ihe system was begun over a year 
ago On an experimental basis. More 
stations were put under it as the 
early tests proved successful. Now 


13% of all Atlantic outlets are using 


the “sliding percentage” system. 

The remaining 27% are under un- 
expired three-year leases which have 
a maximum rental. New three-year 
leases will have rents figured on the 
new basis, Ingersoll says,—without 
ceilings—and he expects 95% of At- 
lantic’s lessee stations to be on per- 
centage rentals by the end of this year. 

Ingersoll says the new system pays 
Atlantic “an adequate rental” for its 
station properties. * 


PR's a Job for All Managers 


IHAT’S TIDEWATER OIL'S theory. 
In practice, it has resulted in some- 
thing new: a loose-leaf PR manual 
covering public relations and public- 
ity; press relations, and employe, 
community and government relations 
for 250 key supervisory personnel in 
the company’s eastern division. 

Division vice president George F. 
Getty Il urges supervisors to become 
familiar with the manual, follow its 
suggestions, “and use it regularly as 
a helpful guide in your 
work.’ 

The manual’s public 
relations is “not just a job for the 
public relations department—but a 
job for everyone in the company 
from the top down.” It’s intended to 
help solve a PR problem that plagues 
many managers: “How much and 
when can I talk about what we're 


practical 


basic idea: 


doing?” 
PR and Publicity—— [he first section 


Memos on Management 





e The business library of Cities Ser- 
vice Petroleum, Inc., has published its 
1958 catalog in a new format that 
makes it easier to order both free 
and cost items from the 116 listed 
Cities Service is also making its 2,000 
volume library 
available to dealers and distributors 
who want additional information on 
small business management 

e Dealer and reseller meetings re 
ally are helpful, says Esso Standard 
Oil Co. Esso started a program of 
problem-solving meetings last May, 
including machinery for taking prob 
lems to top management. 

Comments from dealers and field 
management indicate an almost unan 


business reference 


140 


imously favorable reaction, says Esso 
vice president B. L. Ray. Most im 
portant, accomplishments are rated 
as high as intentions, and misunder 
standings are really disappearing. 

e Socony Mobil employes now own 
more than 1-million shares of com- 
pany stock—over 2% of the outstand- 
ing shares—through participation in 
the company’s savings plan. 

e American Management Assn. has 
published two special reports that 
look like fertile ground for marketing 
management ideas. No. 26 is “Con- 
trol of Non-Manufacturing Costs”; 
No. 27 is “Materials and Methods of 
Both include pa- 
pers by major oil company men. &@ 


Sales Forecasting.” 


of the manual outlines the company’s 
basic policies: to reach the twin goals 
of good citizenship and high sales, 
and have both recognized. It also 
points out the ways the division PR 
department wants to help and be 
helped by all supervisors in getting 
the right kind of publicity. 

One example: when dealer meetings 
are held throughout the division, the 
PR department prepares master re- 
leases that go to all field sales super- 
visors. The supervisor then writes up 
his own releases based on the master, 
including local details, and sees that 
it gets to news outlets in his area. 

Press Relations—This section calls 
for every operating unit to designate 
a management man as contact man 
with the press. 

He is told not to dodge questions, 
even if answers must be checked 
with the division PR department. And 
he’s given special outlines of the in- 
formation reporters will need if an 
emergency occurs in his bailiwick. 

The section concludes with a sum- 
mary of 20 rules for good relations 
with the press. The last says, “Always 
keep in mind the ‘Four Fs’: be friendly, 
frank, fair and factual.” 

Employe and Community—Super- 
visors are reminded that they're the 
company’s main avenues of two-way 
communications with employes. And 
they’re given seven rules for getting 
community and company better ac- 
quainted, and six ways of helping 
local causes and organizations. 

The manual was prepared by divi- 
sion public relations manager Jack F. 
Gow. He says very few oil companies 
have attempted a management guide 
to PR—but adds that three other 
majors have asked Tidewater for cop- 
ies of its manual with an eye to pre- 
paring versions of their own. a 
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F eeanell 


EXCLUSIVE 


No Cup Leathers - No Mechanical Valves 
Self-Purging - Four Cylinders 


Look inside a gasoline pump to see its real value. A gasoline pump 
is only as good as its components. Take the Bennett All-Metal Meter, 
for instance. It costs virtually nothing to maintain. And, after all, isn’t 
this what you’re most interested in — maintenance cost savings? 


Oil Marketers, the world over, have found that Bennett's design 
simplicity and precision workmanship result in longer life with mini 
mum wear. That’s why Bennett invites maintenance cost comparison 
Install Bennett pumps and start realizing these savings today 


Fractional BRENNA Quality. 





JOHN Woop Com PANY BENNETT PUMP DIVISION, Muskegon. Michigan 


iN CANADA: JOHN WOOD COMPANY LIMITED © Toronto © Montreal © Winnipeg * Var 





EASY 
~~ OTEPS 

10 TBA 

PROFITS 


ECO Islanders’ on your island 
help make the high-profit sales 








Only one in twenty customers buys from 
TBA displays. Nineteen must be sold 
at the island. 


o* 


ECO Islanders make it easy to get under the 
hood — check tires and spot the needs that 
make money for you. These modern 
merchandising tools not only help sell TBA 
for you but provide the one-stop gas, 

air and water service that invites traffic, 
saves miles of steps and gives you more 
time for selling. 


- 
<a eo 


Ask the dealers who give the best 
service and make the most profits 
and see for yourself how you, too, 
can build your business faster with 
ECO Islanders. 


Available with or without automatic tire 
inflation in a wide variety of models to 
harmonize with any station layout. 


CLOSE THE SALE 


tire inflation for post, wall or remote 


! 
' 
! 
: 
| 
ECO Tireflators provide accurate automatic : 
\ 
overhead installation. 1 

\ 

‘ 





JOHN Woop COMPANY : BENNETT PUMP DIVISION, Muskegon, Michigan 


District Offices: Albuquerque « Atlanta * Baltimore * Boston « Charleston * Chicago 

Cleveland * Dallas * Denver * Detroit * Kansas City © Little Rock * Los Angeles © New Orleans 
New York © Philadelphia « Pittsburgh * Rochester * Sait Lake « Seattle « St. Paul ¢ San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED © Toronto + Montreal « Winnipeg « Vancouver 
EXPORT: John Wood International Corporation, 29 Broadway, N. Y., Cable "WOODINTER” 
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LADY LAWYERS 


want Delco DC batteries. That’s why they’re so easy to sell 


Surveys made by three leading national publications prove that Delco is America’ 
No. 1 battery preference. And with good reason: Deleo Dry Charge batteries can’t 
get old before they’re sold, they’re priced right, and backed by General Motors war 
ranties that are good all over the United States and Canada. And Delco is the most 
widely advertised battery today—on TV—“ High Adventure with Lowell Thomas,” on 
radio— Lowell Thomas Newscast, and full-page ads in Life, Look, Post, and Reader’ 
Digest. Whoever your customers are ... doctors, lawyers, merchants, chiefs . . . the 
verdict’s the same—it’s easier to sell Delco DC because more people know Delco DC 


Quality built by Delco-Remy 
distributed nationally through 


nA. PARTS 
CM) U M 5 General Motors leads the way—Starting with Delco Batterie 


UNITED MOTORS SYSTEM 
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How a Tire Company Helpe 


THE METHOD: 


When Shell jobber Clem Smith asked for help, the 


tire company’s salesman moved in. He showed dealers 


how to price tires, trade tires and sell tires. He 
installed a budget plan that enabled Smith to attract 


new dealers. 





THE RESULTS: 


Tire sales jumped from $6,000 to $100,000 in 


six years, and Smith won a contest. 


WHEN A CONSIGNEE converts to jobber opera- 
tion, it always seems like the right time to put 
some extra steam into the TBA end of the busi- 
ness. At least that’s the way Clem Smith saw it 
back in 1952, when C. H. Smith & Son became 
Shell jobbers in Pittsfield, Il. 

Smith had little or no TBA business to start 
with. It was all represented by some $6,000 a 
year in tire sales. Lacking warehouse facilities for 
handling a full TBA line, he decided to concen- 
trate on tires. His best bet, he felt, was to take 
Shell’s advice and look over the rubber company 
program. 

What Are Experts For?—As a long time petro- 
leum marketer, it seemed to Smith it would be 
smart to break into the tire business by following 
the lead of experts. None of his dealers had eve 
done anything outstanding with tires. They all 
needed guidance. 

Neither Smith or his two sons, Don and Keith, 
were experienced tire merchandisers. They believed 
they had a good line, and they had some super- 
ficial familiarity with tires gained in handling the 
trickle of sales through their warehouse. 

And that’s about all. They had nothing to un- 
learn and were wide open to suggestions. They 
were, in effect, starting from scratch. 


Lesson 1: How to Sell ‘Em 

So they gave the tire manufacturer (Goodyear ) 
a free hand. The first Goodyear contact man W. M. 
How, found that the Smith dealers, like most serv- 
ice station operators, were confused about tire 
costs. He set about educating them. 


By FRANK C. STURTEVANT 
T'BA Editor 


He coached them on how to make trade-in 
offers that leave room for additional profit. After 
they began to see where they might make a profit 
on tires, he hammered away on the idea that tires 
don’t sell themselves. (Most tire companies have 
a program like Goodyear’s for educating service 
station men in tire selling.) 

Results—Tire sales began to climb. Volume 
passed $30,000 in 1954, and went over $50,000 
in 1955. As dealers learned the ropes, How urged 
them to go after farm tractor tire business. One of 
the larger Shell stations in the center of Pittsfield, 
dealer Paul Niebur’s (picture), added a farm serv- 
ice truck equipped with a calcium chloride pump. 
By 1956, How’s successor, Max Pensinger, had 
a budget plan ready. Sales in that year went over 
$60,000. Clem Smith’s direct sales to truck fleets 
accounted for $12,000 of the total, or twice the 
firm’s entire volume in 1952. 


Lesson 2: Keeping the Pressure On 


Tire companies are old hands at getting results 
out of sales meetings. Both How and Pensinger 
are experts in that kind of training. Clem Smith 
let them call the shots. 

They planned and conducted meetings of Smith 
dealers. They made use of “packaged” meeting 
programs expressly designed by Goodyear’s Pe- 
troleum Sales department for service station oper- 
ators. 

An example of these packaged meetings is one 
called “Five Steps to a Tire Sales.” The program 
takes up these steps in turn: 

e How to greet a tire prospect. 

e Why its wise to size up the customer, by 
inspecting his tires and taking a look at his car. 

e Hints on what tires to recommend. 
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Build a Jobber's Sales 


Smith dealers miss no TBA bets—dealer Paul Niebur loads a farm tire on his truck. 


e The importance of telling the custome: 
what’s good about the tire before telling the cost 

e When and how to ask for the ordet 

How It Helps—This type of dealer education, 
say the tire men, boosts the service station man 
over one of his toughest hurdles: how to cope with 
the universal opening question customers always 
ask—What’s the price?” 

It’s easy for an inexperienced, untrained deale: 
to respond by quoting an immediate price. Unde 
pressure, hell usually quote on his lowest price 
tires. These are the so-called price leaders that 
carry little profit. 

When he learns how to size up customers, he 
can sort out the ones who can be sold something 
better. If he only moves up to one higher price 
level, by selling a tire priced only $3 more, he 
adds $1 to his profit. Often the customer can be 
interested in a nylon tire worth, say, another $3 
giving the dealer $2 more profit. 

This is the kind of coaching in actual driveway 
tire selling problems that built the Smith tire volume 
to the $100,000 mark. 


Lesson 3: Work All Angles 


Last summer Clem Smith decided to enter a 
Goodyear tire sales contest. 
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First, he huddled with Pensinger to map out 
strategy. It was apparent that Smith would need 
plenty of help from his dealers. 

His budget plan was in full operation. Its a 
fairly simple program suited to a jobber with a 
modest 3-million-gal. volume and without facilities 
for extensive consumer credit investigation. Dealers 
make their own credit decisions (they've been edu 
cated by the Goodyear men on how to do it) 
Smith provides the financing with recourse. He wa 
ible to use the new budget program to sign up 
four new dealers 

With the budget plan all set, Pensinger and 
Smith lined up a series of dealer meetings to start 
the tire selling season. They lined up dealer par 
ticipation in local advertising. Smith went a step 
further and put up some government bonds a 
prizes for dealers who reached specific tire sale 
goals during the contest, plus some extra prizes 
if he came out a winner. Then he buckled down to 
selling tires 

Payoff—When the contest wound up, Clem 
Smith was top man in his group, and he won a 
free trip to Mexico as a prize. By year’s end hi 
tire volume went over the $100,000 mark 

3oth Shell and Goodyear point out that few 
jobbers have balanced their business in so short 
a time * 





when mounting new 
tubeless tires 
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Every time you install a new tubeless tire, be sure to install a 
new Schrader valve, too. Protect your customers’ driving safety 
and the reputation of your tire’s brand name with a new Schrader 
valve. Make this simple service a profitable “must.” For full, 
built-in mileage over the entire life of a tire, the valve should 

be as new as the tire. 





Tubeless business—changeover, repair, replacement—is growing 
every day. Be ready with complete Schrader service. 


A. SCHRADER’S SON °* Division of Scovill Manufacturing Co., In 
BROOKLYN 38, NEW YORK 


FIRST NAME IN TIRE VALVES 
+ eee ee FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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Breaking the Information Barrier 


The bewildering parade of new cars with shifting requirements 


produces one certain conclusion: dealer information techniques 


have got to be speeded up and simplified 
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but everyone else seems to be telling 
him to be careful. Ask yourself if you 
wouldn't be a little jittery after read 
ing this bulletin from the American 
Automobile Assn 

e Don't get fooled by the location ot 
trease fittings on any specific make and 
same make 
ind model—may have fittings in different 


model. The next one you get 


locations. 

e@ Look out for cleaners and polishes 
Ihe wrong kind could dissolve the finish 
on your favorite Customer's Car 

@ Dont scald yourself checking one 
of the new high-pressure radiators 

e Play it sate and don't use bumper 
jacks On new cars 

e@ Watch the adapters on your hoist 
Catch the car in the right spots or you'r 
hable to wreck something 

e When watch 


You may damage weak, o1 


towing everything 
two-part 
bumpers: you may scrape the paverrent 
if theres too much overhang; watch 
Where the cables bear, or you may injure 
the grille or the body: don’t push a car 
with automatic transmission: always as 
ume the rear wheels must be off the 
ground or drive shaft disconnected 

e@ All [4-in. tires must be taken off 


rom the inside, or the 


beads may bh 
torn or stretched 

@ Look out for car with non-slip 
differentials. You can't jack up one side 
ind put the car in gear 

e If you do tune-up work, as many 
do, watch out for multi-barrel carbu 
tor \ very small adjustment make 
big change in the engine. And stay away 
from the carburetor when the engine 
running or you may get a backfire burn 

e@ Watch out when lifting or towing 

uspension cars. Observe a long list 

7 precaution 

Each vear it gets 
veal the 


strange cars on. the road 


worse and eacl 
proportion of new and 
vrOws 
rreater The old tamiliar things are 
fast disappearing. In their place is 


ever more bewildering parade 


models that must look to the deale 
like so many bear traps 

The Multiple Trend Even th 
once-simple dipsticks have gone hat 
wire. A correct interpretation of th 
diverse markings tis a study in itself 
You have to learn to read three differ 
ent dipsticks on some cars-—one tor 
the crankcase, one tor the automat: 
transmission, and one tor the powe! 
steering reservoir 

Its not only multiple dipsticks. ‘The 
multiple idea is growing in” every 
direction. We have multiple belt 
multiple thermostats, multiple exhaust 
systems, multiple headlights 

And that's the word tor the oil 
marketer's instruction problems today 

they're multiple. He’s about to bi 
hopelessly snowed under in explain 
ing all these new developments to th 
man in the station who's supposed to 
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be the savvy guy whenever his o 
customer vets a new cal 

For the past five years oil mat 
keters have done litthe but shake the: 
heads over the growing complexit 
of what used to be a fairly simpk 
educational job. They ve tried to kee; 
up by the use of traditional commun 
ications methods that were good 2 
Vears avo They ve about 
something more 1s 

One major 
the situation with 
special traming clint 
spell out the 
that bother d 

lo the 


showing 


FTC Hits Firestone Advertising 


IHE FEDERAL [1 
has charged Firestone 

th misrepresent 

as first-line 1O0-level 
contusing use of brand name 
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upposing — that 


says the public ts misle 


Firestone 
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What's New in TBA... 


Auxiliary floor mats Delayed action switch 








for station wagons have been . for automobile headlights, spot 
introduced by Doan Mfg. Co., Cleve light or back-up lights guards drivers 
land. They're extra large—45-in. by against accidents after leaving a 
+8-in.—designed to fit the rear load parked car at night. The Pathfinder 
decks of all make and model station switch is said to hold a beam of 
wagons. Manufacturer suggests as an light for a period long enough for 
added selling point that there are the driver to walk a distance of 200 
many home uses for a giant size util ft. Does not interfere with the regu- 
ty floor mat, such as areas in front lar light switch, according to the 
of major appliances, wash stands, manufacturer, Cauthorn Distributing 
workbench, or to protect a garage Co., Detroit 19, Mich. Retail price 
floor trom car grease and oil is $3.99, plus installation 


Pneumatic spring controls 


are being marketed as a low- 
cost accessory for 1958 Chevrolet, 
/ f | Pontiac, Cadillac, Lincoln and Thun- 
Now. acter “4 | derbird cars. Units consist of heavy 
tt | butyl air chambers that fit inside coil 
> ° ; springs and inflate with air to bear 
Qurer Charting with / against the coils. Also available with 
tie coils and brackets to mount between 
leat springs and frames. Extension 
, air hoses permit adjustment of pres- 
OKHEIM = ' sure at rear bumper. Air Lift units are 
’ recommended especially for  vaca- 
MODEL 48 . 
tioners, Campers, hunters or anyone 
towing a trailer. Manufacturer is Air 
Lift Co., Lansing, Mich. 


Tubeless repair patch 


is designed for large punctures 
up to 34-in. long. Vulcanizes chem- 
ically whether applied hot or cold. 
Manufacturer claims tire may be 
mounted and driven immediately af- 
ter patch is applied. Made by the 
Buxbaum Co., Canton 1, Ohio, and 


New capacitor motors standard ' sold under the Akro brand name. 


in this consumer sales-booster! 
Golf cart batteries 


Add another PLUS to this proven business-getter! . . have been added to both the 
Pokheim 48)’ with new capacitor motor, now provides Willard and Exide lines. The batter- 
55‘, greater starting torque, greater operating economy! ies are Group 2, 6-volt, 160 AH 


Your farm, small fleet, factory customers benefit three units suitable for use on light, battery- 


s High-v Y é . 
ways: Laster Acceleration! Attains full speed in half the Sigh -vecnin fetery powered vehicles, and may be assem- 


bled in groups of four for 24-volt 
Far less drain on line voltage—big news for many rural B Horizontal register dial vehicles, or groups of six for 36 volt 


gear-type pumping unit 
time—dependable in any weather. Lower-Voltage Starts! 


areas. Lower Operating Costs! Higher efficiency, greater Built-in check valve vehicles. 


economy, minimum maintenance. Many other product 
Built-in by-pass valve 


features, listed at right. Enjoy bigger volume deliveries 
Rugged, welded chassis Fuse holder 


—~bigger business —with this proved and improved 
Tokheim “48”! See your Tokheim representative. Finish defies weather ... for 6 and 12 volt systems takes 
every automotive fuse of %4-in. dia- 
meter. Said to be easily installed with- 


out soldering and to simplify inspec- 
TOKHEIM CORPORATION tion and replacement of fuses. Made 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT b " > ee - 
y Standard Motor Products, Inc., 
1650 WABASH AVENUE SINCE 1901 FORT WAYNE 1, INDIANA 7 . ; . : 
37-18 Northern Blvd., Long Island 

Subsidiaries: Tokheim N. V., Leiden, Holland GenPro, Inc., Shelbyville, Indiana a . 

Factory Branch: 475 Ninth Street, San Francisco 3, California City dN. 

In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge Street, Toronto, Ontario 


General Produc’s Division 





(Continued on page 150) 
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STRUCTURAL 
AND WAREHOUSE 
STEEL 


AND BINS 


SPECIAL 
FABRICATION 


And efficient storage includes accurate inven- 
tories. To help you with these records, a new 
‘Modern Liquid Computor”’ is available ab- 
solutely free. There are many other ways Mod- 
ern can help you plan for more efficient and 
economical storage. Just write or phone. A 


Modern representative will “come a-runnin’ 


modern welding co. 
INCORPORATED 
1500 EAST 12th STREET 
“OWENSBORO, KENTUCKY 
BURLINGTON, IOWA 
_ HOUSTON, TEXAS 
NEWARK, OHIO 
ORLANDO, FLORIDA 
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Modern Welding Company, Inc. 


1500 East 12th Street 
Owensboro, Kentucky 
Please mail, absolutely free, ‘‘The Modern Liquid Computor’’. 


Have your representative call: 
(Date) 


NAME: - 


COMPANY NAME 


ADDRESS: STREET CITY 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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Night driving glasses New terminals New all-nylon tire 


have been developed by Gen for 12-volt battery cables feature . . has been added to the Dayton 
| Scientific Equipment Co., 7516 a high-rise offset to minimize the Thorobred Blue Ribbon line in a 6 
Pik Philadelphia 50, Pa possibility of grounding. ‘Terminals ply rating. A feature is a new Twin 
sar Night Glasses, they are Of corrosion” resistant, pressure Saf-T-Lok tread design claimed to be 
minimize the fatiguing cast lead-alloy or brass with a steel especially suitable for modern, long- 
high-level artificial illumin core. Insulation is red or blue thermo- distance turnpike driving at sustained 
vithout reducing over-all visibil plastic with good acid-resistant prop high speeds. New tire is available in 
lable in) plastic frames and erties. Manufacturer is Walker Broth all popular sizes for both 14-in. and 

on form for use with prescrip ers, Automotive division, Consho- 15-in. wheels 

tacles. Retail price $2.98 hocken, Pa 


Bicycle tires 


. of all-nylon construction are now 
being marketed by Goodyear. Called 
the Suburbanite “175° Nylon, the 

GET A WAYNE DD-] HAND PUMP FOR new line features a stronger, more 
resilient carcass than conventional bi- 
cycle tires, says Goodyeal Available 


in size 26 x 1.75, blackwall 
E Valve stem protector 
.. iS a Slip-on guard said to prevent 
casing damage caused by the valve 
stem dropping into the casing of a 
flat tire. Developed by Carlan Instru 
[ACTION Double action dia- ments Co, Inc., 1375 Park Ave., 
phragm hand pump Cranston 9, R. 1... as a component 


that works easily with push-pull opera- of the Carlan Valve Pressure Equal 
tion. Pumps up to 20 gallons per minute. izer for dual tires 


Ee AA a Mode for quick easy 


service of light-medium 
oils, alcohol, lube and flushing oils, 
anti-freeze, kerosene and fuel oil. 


DEPENDABILITY 


Many exclusive features, plus flow with 
both push and pull strokes assure de- 
pendable delivery. 


QUA LITY Built for extra service 
with Nylon shaft bear- 
ing, integral O-Ring seal, double dia- 


phragms, non-clogging screens and self- 
closing valves. 


These DD-1 Wayne Pumps can give you 
double service life in pumping. Write for 
complete catalog to... 


THE WAYNE PUMP COMPANY 


SALISBURY, MD. Lubricating kit 





holds three plastic squeeze tubes 
that) dispense white lubricating oil, 
Slick lube and penetrating graphited 
oil in either a drop or direct stream 
Offered by | ( Mullen Co., Chi 
cago, in a rhomboid display carton 
holding 10 blister packages in a tilted 
arrangement suitable for counter dis 
play. Carton produced by Gair Box 





board and Folding Carton dvision of 
Continental Can 


(Continued on page 153) 
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Whether you operate one truck or twenty trucks, you can't buy a tire that costs 
less per mile than Firestones. Billions of miles of carefully kept fleet records prove 
Firestone truck tires outwear all others. 

Firestones last longer because Firestones are built better. Take Firestone S F— 
Safety-Fortified —cord. Firestone tempers cord, but doesn't stop there. Firestone 
gum-fortifies every fiber for a permanent lock between rubber and cord, 
measures every individual ply with electronic precision. 

The result is extra miles, lower cost per mile for every user of Firestone truck 
tires with S_ F—Safety-Fortified—cord. Every Firestone truck tire is an outstanding 
value in long-wearing, dependable performance. No wonder more going 
concerns go on Firestones! See your local Firestone Dealer or Store for truck 
tires or truck tire service. 


TRANSPORT SUPER A 


YOU CAN'T BUY A TIRE THAT COSTS LESS PER MILE THAN FIRESTONE Fi res to n e 


BETTER RUBBER FROM START TO FINISH 


NATIONAL PETROLEUM 





MACK MODEL N 


... the only C. O. E. with all these profit-boosting features 


e Choice of Mack engines — gasoline, diesel or turbo- 
charged diesel — from 150 to 205 h.p. 


e Tilt-cab action for full engine accessibility 
e Truck and tractor models 


e Low step-height for easy entry-exit . . . flat floor (on 
4O series) for swift exits from either door 


@ Mack Air Shift with effortless lever throws in con- 
ventional shifting pattern 


e ‘Executive suite’’ cab engineered for comfort, fume 
free ventilation and smooth-handling controls 


e Panoramic, wrap-around 3606-square inch wind- 
shield 


© Set-back front axle for 14:24 weight distribution on 
trucks and maximum front-axle loading on tractors 


e Advanced Mack steering systems for utmost maneu- 
verability 


e Air-boosted hydraulic clutch 


e Choice of Mack transmissions (5 to 20 speeds), 
brakes, frames and suspensions 


© 4- or 6-wheel models with option of famous Mack 
Balanced Bogie 





The sooner these handsome, compact, effi- 
cient new Macks swing into action for you, 
the sooner you'll start to realize their tremen- 
dous profit-potential . .. their bonus cargo 
capacity .. . their swift mobility in congested 


areas...their strength, stamina and depend- 
ability. They’re Macks from the word ‘‘Go!"’ 
Check your Mack branch or distributor. 
Mack Trucks, Inc., Plainfield, New Jersey. 
In Canada: Mack Trucks of Canada, Ltd. 


MACK firstname for TRUCKS 
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Two new caps 


... to fit 1958 Chevrolet and Pontiac 
fuel tanks have been introduced by 
Stant Mfg. Co. The non-vented G-38 
fenderwell type is of zinc-plated steel 
with “floating seal” construction. The 
new G-81 non-vented cap is of the 
“press-to-lock” type. Both must be 
used only on cars having self-vented 
tanks, manufacturer cautions. 


Rear-view mirrors 


. of the clamp-on type have been 
introduced by the Supersite Corp., 
302 Seymour Ave., Derby, Conn. A 
stainless steel mounting clamp fits on 
the flange of the car door or the 
curved part just below the flange, 
making the mirror theft-proof when 
door is locked. Available in three 
shapes, round offset, pentagon and ob- 
long in a price range of $3.50 to $4.50. 


What Suppliers Are Doing . . . 





Called the Santa Barbara Work 
shop, the western division of the Oil 
Industry TBA Group will meet March 
31 and April 1 to discuss three prin- 
cipal topics. Under “Tires Today” 
will be covered the outlook for new 
tires; low profile tires; Butyl tires; 
proposed FIC advertising practices; 
service conditions. Under “Building 
Battery Business” the group will cover 
dry charge vs. wet charge features; 
improved storage methods; trickle 
chargers vs. pulse maintainer; accept- 
able field testing methods; pump block 
sales and service. They will tackle, 
under “Accessories—Key Perform 
ance Item,” t he merchandising of 
illumination; suppliers’ dealer training 
assistance; maintenance of adequate 
accessory stocks; counteracting the 
effect of dealer manpower turnove! 
selling through oil company house or- 
gans. The Santa Barbara Biltmore 
Hotel is handling the reservations di 
rect. 


Standard of Ohio wound up a new 
kind of battery campaign by sending 
26 service station salesmen and thei 
wives on all-expense trips to the New 
Orleans Mardi Gras. The Battery 
Sweepstakes competition was a three 
month drive to promote more battery 
tests and inspections. The prize win 
ners were determined by a drawing 
from among those who sent in test 
reports 


(Continued on page 154) 
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ELECTRIC 


Suilt to the same standards that 
Bennett service station 

pumps famous for quality the world 
over, F pumps bring new 
fueling economy and convenience to 
small industrial fleets, farms and 
leet Jr. pumps help keep 

ontrol of fuel costs, make 


faster, 


pump 
oupling 


@ 51” HIGH for better visibility and 
convenient nozzle location 

@ TILTED DIAL FACE is easy to read 

@ UP TO 12 GPM delivered over 1C 
foot lift 

@ HORIZONTAL REGISTER indicates 
up to 100 gallons —totalized to 
10( 10 gallons 

@ PADLOCK pr 

@ LIGHTED DIAL FACE available 


n ends pilferage 


~ y ; 
SUMMMI1L uta, 


Bennett 


Vib hth Mg 


FOR ESTATE 
and 
L/, FARM FUELING 


JOHN Woop COMPANY = fisritcsn weno” 


IN CANADA: JOHN Woop Company LIMITED »* Toronto * Montreal * Winnipeg * Vancouver 








Trade Mark Registered e Tires-Batteries-Accessories 


i a / STEEL GASOLINE 
PUMP ISLAND FORMS ioiasreoeette 


eral tre 
of the word “Silkinize” on ¢ 





For that new service station or remodeling job. 
. » « Reduce gasoline pump installation costs... 
Saves concrete . . . Plenty of room to make 
suction pipe, electrical, water or air connections. metal and related products 
ruled the term “Silkinize” was an tn 
No Chipping or Cracking fringement on the “Simoniz™ trade 

Stays Neat and Attractive for Years .. . mark 


and polishing preparations for 


mobiles, upholstery, wood, chrom, 


Ihe court 


WRITE FOR INFORMATION OR PRICES 
W. B. GOODE COMPANY The Robert Bosch Corp. has been 


2915 W. LEIGH ST. © RICHMOND 21, VA. admitted to membership in the Auto 
motive Electric Assn. Bosch ts a man 





ufacturer of ignition, lighting, start 
ing, and fuel injection equipment for 


a long list of European cars a num 
ber of which are sold in the Ameri 
can market 

fi ee 


Fung-Sol Electric Ine., 


The Quality Pump Line the 1958 edition 0 


Flasher Servicing Gut 


FOR DEPENDABILITY AND ECONOMY a a ae ae 


with useful information tor dealers 





on how to sell lamps, how to aim 


ELECTRIC REFUELING PUMP wera eeemetgees: 

needs to know to offer compl 
Smooth and dependable in operation. Easily 
accessible to clean and service. Lowest possible 
cost to maintain, Durably constructed. Pump 
delivers approximately 12 gallons per minute 
Flow can be reduced or stopped at any time 
Motor is ball-bearing fitted, no greasing or 
ling required. Used on Farms—At Truck 


Ferminals—On Construction Jobs—In Indus News About People 


try 


motive lighting service 





Dimensions: 1012” x 16” x 41! 
Weight: 100 Ibs. approximately 
Priced very reasonably Harry Harries 
has been named 
HAND PUMP g special sales rep 


resentative lol 





Piston type—*“Double Acting.” Light 


Globe - Union, 
Weight, corrosion resistant all metal 


Inc., to the Bill 


ups Petroleum 


construction. High vacuum insures 
self priming. Capacity approximately 
20 gallons per 100 strokes. Body has O;, ol Ham a 

1” inlet and outlet. This type mond, La. He will ’ 
pump can be adapted to j he responsible fo! f 


practically all liquid dis the developm n | i 


yensing needs. Many models | 
: : of battery sales , 
ivailable Harries 
programs with 


Billups. He has 


perience as a sales 





marketers and has 
man for Globe-l 


ELECTRIC REFUELING PUMP months 


Sturdy, compact—designed to provide a safe, depend 
ible method of dispensing fuels. Very simple in con 
struction—lowest possible cost to purchase and to main 
ain. Made to be fully servicable for many years. Used 
on farms—-truck terminals—construction jobs and in in y ‘ 
fustry W. C. Koch has been named man 
ager Of tire) merchandts 

@ [et us give you the complete and inter Davton Rubber ¢ 
esting details on each of these pumps Prices 
on request gel 
new duties will inc 


OSSIAN ENGINEERING C0., INC. ngs? one ge 
OSSIAN, INDIANA cation 
- (Continued oO 
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For 
top storage tank efficiency — 


get 


(00) eevee) 


Wheaton Wheaton 


T-1600-C Ps T-1695 
Ground Reading aan fECISION Ground Reading 


AUTOMATIC MID-POINT 





TANK GAUGE s3 ° THERMOMETER 
Tye 


The Wheaton T-1600-C Tank The Wheaton T-1695 Mid 
Gauge, designed for cone-roof point Thermometer fully meets 
tanks, permits accurate gaug the requirements of A.P.I 
ing without having to climb Standard 2500. 


the tank A float guided by spring-loaded 


It features an easy-to-read guide wires follows the liquid 
stainless steel tape for optimum surface and, by pulley, posi 
visibility; large float area for tions the thermometer element 
highest sensitivity; stainless at half the liquid height. A 
steel shafts and custom-fitted Mercury bulb thermometer 1 
teflon bearings which minimize connected by a stainless steel 
friction; ‘‘H”’ float which per- capillary tube to a dial type 





mits easy fastening to guide indicator (calibrated from 0 
wires without special guides to 100° F) located outside the 


For maximum accuracy with tank 


minimum maintenance, install Standardize now on the 
the Wheaton T-1600-C Gauge Wheaton T-1695—an easy-to 
on your cone-roof tanks. Gauges read thermometer that meets —_— 
ilso available for floating and all storage tank requirements =] 
novable roof tanks for accuracy and reliability 

— 


Mail-coupon now for full information Sel 


WHEATON BRASS WORKS, UNION, N. J. 
Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Tank Fittings and Truck Tank Equipment 








Foreign Manufacturers 
Emco Limited, London, Ontario, Canada « Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Worthington Corporation, Rio De Janeiro, Brazil, S. A 


rank Fittings by UO Heaton 


WHEATON BRASS WORKS, UNION 


the best by Please send full information on 


ia} Wheaton T-1600-C Tank Gauge 
(] Wheaton T-1695 Mid-point Thermome 


every standard Ete comp at lew Wliones Catalog i 
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The sales 
Oil Company 
firm policy ° 
advanced 
nee Oil 


sl 


anager 


p. 5. BYALL, Sales M 
Company 


The Dill Manufacturing 


piLtL 


TIRE VALVE 
EQUIPMENT 


Standard of the Industry for 
Original Equipment & 
Replacement 


THE | aX I.E. 


a ea 


leadership pill e 


njoys among 8° many 
founded on the 
which has been 
years 


TBA Divisions 1s 
assistance 
h the many 


TBA field. 


f cooperative 


contin uously throug 


__MANUFACTURING COMPANY 


’ 
‘ 


‘ i - E NE 4 , 5 





Top management shifts at Seiberling 
Rubber Co., bring these sales depart- 
ment changes: 

Walter T. John- 
son becomes as- 
sistant vice presi- 
dent in charge of 
sales, a new post 
in which he will 
devote his full 
time to building 
tire distribution 
in new markets. 

Gaek A. 
Fouche succeeds 
Johnson as sales 
manager. 

Orrin K. Feikert, who has been 
truck tire manager, 
Fouche as assistant sales manager. 

Johnson has been with Seiberling 
almost 31 years. He was at one time 
manager of the Atlanta and Boston 
sales districts. Fouche was previously 
manager of advertising and merchan- 
dising. Feikert has been a truck tire 
engineer and was formerly manager 
of the accessories and repair materials 
department. 


Johnson 


sales succeeds 


Victor Holt, 
Jr., vice president 
and tire 
manage! for 
Goodyear, has 
been named vice 
president in 
charge of sales, 
succeeding R. S. 
Wilson, who is re- 
tiring after 45 
years of service. 


Holt 


sales 


£ 


Holt 
joined 


Goodyear in 1929 after graduating 
from the University of Oklahoma, 
where he gained All-American stand- 
ing in basketball. He came up through 
the sales ranks, serving in many parts 
of the country as general line sales- 
man, adjustor, store manager and dis- 
trict sales manager 


George G. 
Eckel, — formerly 
Firestone sales 
promotion man- 
ager, has been 
promoted to man- 
ager of passenger 
tire sales. Eckel 
has been’ with 
Firestone — since 
1940, starting as 
a territory 
man in his home- 
town of Buffalo. He attended the Un 
versity of Michigan and completed the 


sales- 


Eckel 
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special Advanced Management Pro- 
gram at Harvard. 

Jack B. Scarcliff succeeds Eckel as 
sales promotion manager. He was for- 
merly West Coast manager of advertis- 
ing and promotion. He started with 
Firestone in London, Ontario, 20 
years ago and his career until 1951 
was spent with Firestone of Canada. 


Gene P. Robers, general sales man- 


ager for Weatherhead Co., has been 


Tires—Batteries—Accessories 





elected president of the Automotive 


Electric Assn 
> 


Norman D. Grant, formerly truck 
tire representative in Goodyear’s Los 
Angeles district, has been named pe 
troleum account representative for the 
firm’s Western Region. He has been 
with Goodyear since 1937, most of 
the time in a variety of capacities in 
the company’s retail stores in Califor- 
nia 


eliminate thig hazard! 


USE 


~~ BLACKMER . 
i HAND PUMPS ~)_, 


The risks of injury or fire from spilled indus 


trial liquids are too serious to be 


Furthermore, 


neglected. 


dripping spigots represent waste 


as well as poor plant housekeeping. 
slackmer Flo-Master and Blackmer 


Rotary hand pumps are your 


preventative against these 


They feature easy pumping, 
priming and long service life. 


writers’ 
models available, 


“liquid materials handling”© 





INDUSTRIAL, 


best 


dangers 


self- 


Under 
Laboratories approved 


equipment 


HAND AND TRUCK PUMPS, STRAINERS. PRESSURE CONTROL VALVES 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK e ATLANTA « CHICAGO e« GRAND RAPIDS « DALLAS « WASHINGTON « SAN FRANCISCO 


See Yellow pages for your local sales representative 





ONE PUMP FOR DOUBLE SALES 


ON EVERY ISLAND 





























pump UNIT WAYNE 


gle Product 


Space Required \A1T Sq. In. 855 Sq. In. 


| 


_\ Nozzle Open| 
_) Nozzle Open 


Motor Power 34 


, | 
se Serving Radius 14 Ft. 


2 
Dials Pet Outlet 2 





mul 


TOT rr | 
7 








VBEBEELL| 











x WP | 14 HP | vy, HP 


12 Ft. | 1314, Ft. | 13% Ft 





WAYNE DUO PUMPS 


Get the most out of every inch of valuable island space... 
double your outlets ... you can add a third grade without 
requiring extra pump space. You can do all of these with 
Wayne Duo Pumps. 

Wayne Duos fit the same space as a single pump. 
Economically installed—only one set of piping (Duo-1), 
one set of conduits. Save as much as $40.00 installation 
costs . . . $9.00 per year maintenance. Wayne Duo-1 
dispenses one brand through double outlets . . . Wayne 
Duo-2 dispenses two brands through double outlets. 

Speed your service ... step up your sales . . . eliminate 
traffic jams at the island. Install Wayne Duo Pumps... 
available for regular and remote pump installations. Write 
today for data to The Wayne Pump Company, Salisbury, 
Maryland. 








COMPARE BEFORE YOU BUY 
YOU’LL SPECIFY DUOS by 


4 Unstated 





4 
y, HP y, HP 
1314 FA. 


\ 2 \ 





How Ford's 


FORD MOTOR CO.’s tull-dress en 
iry into the heavy truck market (NPN neer William Gay 

Feb., p123) has three meanings for 85 research octane 
oil marketers 

e It means new competition in a 
market where oil marketers are cus 
tomers; oil men will have more lines 
to choose from. And Ford officials 
say their new lines present real operat 
ing improvements. 

e Ford’s models are powered by up and cuts 
gasoline rather than diesel fuel. This caused by cold-engine operation. An 
Should insure gasoline’s dominance in 
the heavy truck field (gasoline engines fuel tank to prevent vapor lock 

Gasoline vs. Diesel—Ford — will 
make no diesel engine trucks because 


country, says chief truck engine eng! 
Ford figures that’s 


Gay also reports that a new com 
bustion chamber design eliminates a 
large percentage of the deposits that 
normally raise octane requirements as 
an engine gets older 

[he engines have a three-stage cool 
ing system. This provides taster warm 
down on tuel waste 
electric fuel pump ts submerged in the 


are now found in 80° -88°° of heavy 
trucks) 

e The new engines are easier to 
Sparkplugs are 
located above the manifold for easy 


service, Ford claims 


accessibility. The water pump can be 


ew Trucks Affect You 


it feels this market is too small and 


is already adequately supplied. The 


company claims tts engines will give 
better economy and performance in 
many uses than equivalent diese 
models 
Marketing—-Ford will have 350 
“spec ialized” dealers strategically lo 
cated to serve as primary marketing 
trucks. Other Ford 


from them. The 


points for the 
dealers will orde! 
specialized) dealers will) have large 
parts inventories and special traming 
for salesmen and mechanics 

(For information on Mack’s com 


petitive new truck line, see page 167.) 


Memos on Transportation 





serviced without disconnecting hoses 
The oil filter and distributor are at 
the front of the engine, within easy 
reach. in bulk was christened in 

Operations— [he trucks range from Sinclair Refining’s 
25,000 to 75,000 Ib. GCW ham can hold 19,000 bbl. and carry 
weight). They're dry cargoes, too. It will travel the in 
able with tilt cabs and in tandem tracoastal Sinclair's 
Houston refinery to Mobile, then up 
the Warrior-lTombigbee system to the 


e The first barge ever built to carry 
multiple grades of finished lube oils 
January 
Sinclair-Birming 
(gross 
combination avail- 
waterway trom 
models, as well as conventional types 
They range from 226 to 277 hp at a 
7.5:1 compression ratio company’s new canning plant at Birm 
Ihe Ford engines are designed to ingham. Gibbs Corp. of Jacksonville 
efficiently “on the lowest Fla., 


octane regular grade gasoline” in the 


is the builder. 
e Pipe” line — operating 


operate 


revenues 


7 ist 


totaled SS&S 11.000 tor | months 
ended June 30, 1957 up 10.9 ove! 
calendar 1955 Ihats the Interstate 
Commerce Commission report for 


Average 


COMMON Carriers 


lines under tts” jurisdiction 
INCTCASE lor all 

19 

e The Transportation Center at 
Northwestern University will conduct 
a two-week course In transportation 
pricing this June. The center's second 
annual general course is now under 


vay at Evanston, Ill 


This ls Not a TBA Merchandising Gimmick . . . 


IT’S A ROLLING FUEI 
sand, mud, swampland, rugged ground, ice, snow o1 
any other terrain inaccessible to conventional tank pillow-ti 
trucks. That’s the claim of Four Wheel Drive Auto Co 


Croody ! Lire 
which developed the train for the Army’s Transporta | 


towin 
tion Research and Engineering Command braking 
Each of the ten fluid carriers holds SOO gal., is 5 ft fighting u 
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IRAIN that will cross high and 3.5 ft 


by pulling power of th 
iW 


1 
Rubber i nounted 
equipped with filling 


1Or ommet! 


vell a 











BANANA OIL [' 
OR MOTOR OIL A 


Ahalover you CaN ... 


whatever you can... cal/ on 











can with CROWN 


Whether it be for home or industry—it’s that extra 
touch of personal service that CROWN provides. 


CROWN offers quality containers—to withstand the 
chemical composition of any contents . . . complete 
package design and merchandising assistance . . . 
modern lithography equipment and techniques... 
and experienced research and engineering service. 
Plants and offices in 18 strategic locations. 

Write for your copy of “MR. PACKAGER”— 
information on CROWN’s precise fill control system. 
Crown Cork & Seal Company, Inc., Can Division, 
9360 Ashton Road, Philadelphia 36, Pa. 


CROWN CORK & SEAL COMPANY, INC. 
MANUFACTURERS OF CLOSURES, CONTAINERS AND MACHINERY 


NATIONAL PETROLEUM NEWS * March, 1958 





PANEL CONTROL SYSTEM... 
holds new 
attendant conveniences 


es 


* | . tHIs "OJON sare 
ALL CONTROLS ARE GROUPED 5 = ‘ mS 
CONVENIENTLY TOGETHER é —t 
IN RIGIDIZED STAINLESS STEEL 


SCUFF-PLATE AREA. 


BOWSER 


500 ae 


IMPROVES CUSTOMER SERVICE WITH MORE 
TIME-SAVING CONVENIENCES AT THE 
POINT OF SALE 


Exclusive SNUBBER mechanism locks the hose in ex- 
tended positions . . . eliminating retractor tension 
and unnecessary strain. Retractor automatically re- 
trieves hose when nozzle is returned to holder. 


180° ROTATING SWITCH HANDLE with locking 
lug provides positive “ON-OFF” action and easier 
starting. 


Automatic PUSH-BUTTON COMPUTER RESET... is 
conveniently located adjacent to nozzle . . . resets 
number wheels at a touch . . . saves attendant’s 
time. 


GLASS VISA-GAUGE . . . has bubble-type, self 
cleaning flow indicators. Furnished only when 


required. 


BOWS DHTON AVE., FORT WAYNE, INDIANA 
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Complete inspection by Pemco takes place every 60 days at 300 Los Angeles Shell stations 


Contract Maintenance Gets a 


e A flat monthly charge covers all equipment repairs at stations 


e Contractor inspects every 60 days, handles emergency calls 


JUST OVER A YEAR AGO, Shell Oil Co.’s Los 
Angeles office contracted for preventive mainte 
nance by Martin S. Binder’s Petroleum Equipment 
Maintenance Corp. Today the program is riding 
high 

Preventive maintenance by contract ts still a new 
idea. But Binder points out that it has advantages 
for any oil company: 

e Iteliminates a large chunk of maintenance pay 
roll, with attendant vacation, insurance, fringe bene 
fit and supervisory expense 

e It cuts parts inventory and plant overhead 

e There’s absolute control of equipment costs 

In addition, says Binder, well-cared-for equip 
ment lasts longer, regular meter calibrations save 
money, and the over-all program keeps dealers 
happy 


How the Program Works 


Generally, Binder’s contract resembles others in 
use elsewhere (see page 164): it provides for sta- 
tion inspections at regular periods, for a fixed scale 
of charges. There are minor differences in the type 
of equipment covered and in the method of com 


puting monthly charges. The inspection interval is 
shorter 60 days 
Why 60 Days?—Any interval is a compromise 
between the ideal and the practical. Binder be 
lieves it's unwise to let a station go more than 60 
days between inspections. He’d rather inspect ever 
30. days, but Shell’s not convinced the extra cost 
would be justified. 
In the few areas where similar contracts exist, 
90 days has been a more popular interval. No onc 
st 
of inspections every four months was) quicklh 


really knows which is best. In one instance, a t 


abandoned because of the rise in emergency calls 

A separate crew of Binder’s servicemen handl 
the PM (for preventive maintenance ) inspections, 
traveling in half-ton trucks. Each truck carries 
about $450 worth of tools and equipment, and 
around $110 worth of materials and parts, includ 
ing spare motors, computers, meters and nozzle 

Each man can inspect about two stations a day 
making all needed repairs or replacements. Most 
troublesome items are sheared pins on computers 
snarled or broken retractor cables, and jammed 
cash boxes. The 60-day inspection calls, plus the in 
terim emergency calls, make total service time run 
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Adjustment may be all a computer needs... 


Tryout in LA 


dout 6 hours per station per inspection cycle 
There's quite a range in the number of interim 


ervice calls, and it doesn’t always tie in with station 
volume. One 100,000 gal 


station averages 2.5 
calls bety 


een inspections, while another 40,000-gal 
tation averages a dozen. The difference is a result 
of the type of station personnel and of the kind of 
neighborhood surrounding the station. PEM keeps 
the oil company posted on which are high-cost sta 


tion 


Charge Per Month—There’s a basic charge to 
Shell of $6 per month per station, plus unit charges 
per month of $2.50 per pump, $2.25 


5 


per hoist, 
and » 

In addition to key items specifically listed, the 
Shell contract calls for minor repairs to the station 
nd its company-owned equipment. What comes 
under minor repairs is not spelled out now, but may 


be on future contracts. It includes such things as 


; 
=) per compressol 


minor repairs to cash boxes; simple restroom re 
leaking faucets; keeping the roof clean 
blacktop) patching; minor repairs to 
lamp replacement (at dealer expense for 
replacement of door locks; minor repairs to 
vells 
let expense, PEM repairs equipment 
the dealer, including such things as bat 
jacks, or lube equipment. Usually 
are done while the serviceman is on the 
for the 60-day inspection 


(Continue n page 164) 
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Equipment 


**There is some trouble caused by equipment abuse, but we repair it without 


extra charge as a matter of policy,” says Pemco’s Binder 


(Begins on page 162) 


Excluded from the contract is all underground 
work, and all electrical work, as well as coilision 
or storm damage or damage due to negligence. The 
last is a borderline area, Binder observes. “There 
is some trouble caused by equipment abuse, but 
we repair it without extra charge as a matter of 
policy,” says Binder. “Then we give Shell a re- 
port, because the underlying cause is often simply 
lack of training.” 

When it’s time to replace an entire unit, such as 
a motor, computer, or meter, the contract provides 
that Shell will pay for the cost of the unit, but 
not the installation. 

For Cities Only?—The question of whether a 
preventive maintenance contract is feasible over a 
widely scattered group of stations is still open. The 
Shell stations under contract are all within a 30- 
mile radius. Contracts in force elsewhere also cover 
relatively limited areas. But Binder hasn’t set any 
limit on the distance he'll go, and eventually ex- 
pects to cover 1,000 stations. 

Although Binder has been in maintenance work 
of various kinds for some years, his Petroleum 
Equipment Maintenance Corp. is less than two 
years old. He started with two preventive mainte- 
nance contracts, one with Sunset International for 
94 stations and one with Shell for a trial group 
of 10. The Sunset contract was washed out when 


This low-cost temporary station is portable . 


Pick It Up, Lay It Down 


THIS IS THE PETROMOBILE—a new idea in 
movable stations. Cost runs about $3,500 and up. 

It consists of an insulated steel unit complete 
with heating, ventilating, lighting and plumbing. 
The manufacturer says it allows you to open up 


Sunset sold out to Wilshire Oil Co. of California. 
Shell continued to add more stations up to the cur- 
rent total of 300. 

Like others, Binder makes a thorough inspection 
of stations to be put under contract. It’s part of 
the agreement that the customer will pay for bring- 
ing all equipment up to par before the contract 
service starts. The preliminary work is usually 
quite extensive, and Binder estimates it costs an 
average of $275 per station. After the equipment 
is in good shape, it’s up to Binder to keep it that 
Way. 


Where Contract PM Stands Today 


Upkeep of service station equipment for a fixed 
monthly charge is still new. Contracts all have 
these key features: the maintenance contractor 
makes periodic inspections of the stations; he also 
makes all interim emergency service calls; a flat 
monthly charge pays for everything. 

First contract to attract wide attention was 
originated by Carl W. Wolff’s Petroleum Equipment 
Service & Maintenance Co., of Allentown, Pa. 
(NPN—March °56, p126). Similar contracts are 
now in force in a half dozen cities. Five major oil 
companies are trying the plan. 

Whether it will be adopted generally depends on 
whether oil marketers find it an economical and su- 
perior way of maintaining marketing equipment. @ 


But it’s designed to make a good appearance 


for business almost instantaneously, with either a 
standard pump installation or a portable tank unit. 
If the location isn’t working out, you can pull up 
stakes and leave in a day. 

Suggested uses are for test locations; resorts; dur- 
ing new construction or remodeling; on unstable 
soil, or for parking lots. The maker is Modenco 
of Canada, 4975 De Sorel St., Montreal 9, Que. 
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Cooper .. . the franchise of opportunity 


for dealers 
who want to be in 
the driver's seat 


There’s an open road to success 
when you go Cooper 





You’re the man in the driver’s seat when 

you hold a Cooper franchise for your market. 
It’s a happy and comforting feeling. 

You're sitting up front and you move out 

front fast — way ahead of competition. 

Cooper is one supplier that doesn’t throw any 
road blocks in your way. There are no Cooper 
retail stores to take business from you; no 
multiple dealer distribution, no outside interference 
in your business, 

You get all the help you need to keep 

going ahead. You have the big “green light” 

all the way — protected territory, 

highest product quality, complete line, 
consistently higher profit margins, proved 
advertising, display and promotional 

programs, plus the industry’s most 

liberal road hazard guarantee. 





Get up front in the driver's 
seat. Get a letter in the mail today. 
Cooper Tire & Rubber Co., 
Findlay, Ohio. 


Safety-Premium Cushion-Ride Weather-Master 300 Road-Master Extra Mile Traction-Tread 
3-D nylon Safeguard mud-snow for trucks for trucks 
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New Revere 
All-Aluminum 
Fluorescent 
Island Lighter 


Specially designed for V.H.0. or $.H.0. Lamps 


Now an all-new service station island light specifically 
designed for peak lighting efficiency with the new very 
9700 Fluorescent 


i VO 
than 


high output lamps Revere’s new 
Island Lighter 
or S.H.O. lamps, 


6 H.O. lamps. 


The new unit is designed for 


giving about 40°; more light 


) 


It is precision-built of quality materials for long life 
and minimum maintenance. The new unit features alu 
minum extrusions and precision die castings throughout, 
and has rot-proof, weather-tight vinyl plastic gasketing 


between all glass, door frames, and light chambers 


angle to provide 
and 


Light chambers are tilted at a 20 


more efficiency, greater light distribution, more 


cluster light 


Door is 
hinge 

stainte 
panel 


hinged full length on a piano-type 
ind is held 

teel latche 
for maximum diffusion 


* openings 
toggle action for 
\Iba- Lite gla channel Up 


ind efficiency ultra-modern 


VY positive 
Corning 


threaded and plugged, 
in top of extruded aluminum 
wept ligt 


appearance 


attractive appearance. Light chambers are separate from 
the center channel in which the transformers are housed. 
This permits free circulation of air around the center 
channel, dissipating the heat generated by the trans 
formers, providing cooler and more efficient operation, 
and greatly increasing the life of the transformers. 


The new Revere unit is produced in 4, 6 and 8 ft 
lengths, completely wired, ready to mount on any 
pole. Luminaires are easily combined to make your 
required length by removing the end plates and bolting 
the units together. 


Revere has the widest line of matched outdoor fixtures 
for service station lighting. Call your Revere representa 
tive for full information, or write Revere Electric Mfg. Co. 


are housed in separate 
free air circulation 
End plates 
length 


Lamps and transformer 
compartments, permitting 
for cooler operation and longer life 


provide 
make it easy to join unit rf 


tations 


it chamber 


for service any 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. ° 


In Canada 


7420 Lehigh Ave. ° Chicago 371, Ill. 


Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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What's New in Equipment .. . 





Hold-open nozzle 


with Underwriters’ approval 1s 
in production by Buckeye Iron 
and Brass Works. The new nozzle is 
known as the Buckeye No. 8201 
“Satety-Fill” and has three special fea 
tures: built-in hold-open notches in the 
guard; a flexible rubber 
plastic scuff guard. Since no 
parts are used in the hold-open device, 
the manufacturer, 
chance of malfunction 
& Brass Works, P. O 
ton 1, Ohio 

Circle No. 1 


now 


spout; and 


Moving 


there is no 
Buckeye Iron 
Box 883, Day- 


Says 


on coupon, p. 168 


Fillpipe wrench 
with alligator-type jaws is de 
signed to rusted fill 


caps in a jiffy. Five pounds of torque 
on hand screws applies 1 .OOO-Ib pres 


free frozen or 


sure at Comes tn two models to 
fit 2-in. and 4-in 
tively at $9.75 
Mfe. Co., SOI12 
land, Ore 


Circle No 


Jaw 
Caps, priced respec- 

$10.75 
4ond Ave 


Sauer 
, Port 


and 


N.1 


yon coupon, p. 168 


Electronic tank gauge 


is an improved and less expensive 
version of former Gilbarco 
Cost reduction 
of one small explosion-proof housing 
120 Ibs 
a 2-in. instead of 4-In 
and greatly simplified wiring that re 
duces installation SO% 
Accuracy is within plus or minus !,,, 
in., and continuous readings of liquid 


gauges 


results from the use 


instead of two; less weight 


2! standpipe; 


expense by 


levels in feet, inches, and sixteenths 
can be taken at tank site, o1 
if desired. Other features include plug 
in telephone jack for sound-powered 
phones; automatic temperature selec 


bulbs 


remotely 


tion of resistance 
and high and/or 
signals. Also available 


sensing element for continual measure 


averaging 
level alarm 


with 


low 


special 


ment of interface of petroleum prod 
ucts and water. Suitable for 
to 250 psi, temperatures to 


pressures 
$25 deg 
Pr. and for quarry or cavern storage 
to depths of 1,000 tt. Gilbert & Bar 
ker Mfe. Co., W. Springfield, Mass 


Cire kk No fon COUPON, P 168 


Drum reconditioner 


strips from the outside 
the 
the 
exterior of the containe! 
handling. New 


scribes the operation of the equipment 


paint 


cleans contents trom inside, and 


rinses and dries both interior and 


with a single 
t+-page bulletin de 
and gives data on size, weight 
and 
and direct labor time required 
Portland Co., Portland, Me 


Circle No. 5 on 


Capac 
ity, steam, all 
tion 
The 


powell consump 


/ 





New Mack truck 


is a Cab-forward model, adapt 
both for light and 
either as a Straight truck or as a trac 
tor. Short front 

and 
a shorter 


able heavy hauling 


Wheelbase, wide axle 


tread widened frame in front 


give turning radius and con 
sequent maneuverability for city work 
and highway runs in congested traffic 


Set-back front axle “affords ideal load 
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distribution for maximum pay 
Other Model 


wrap-around Ww 


within legal limits 


features are large 
shield; extra-wide doors enclosing 
dual headlights: wide cho 
Available vith 
and 185 hp 
Mack Thermodyne 
hp diesel engines. Maci 
1355 W. Front St., Pla 


Circle No 


Steps 
transmissions 
1SO 


rasoline 


with 


‘EWS 


coupon, p. 168 


Equipment 


Rotary’s new lift... 


as well as big ones 


Roll-on lift 


i long tapered side runw 
commercial 
height 
runwa up 
edyr it the 
vilh 


flange that begins trom 


Standard minimum 2 in. 


tt back 


fades to a 


from the ind 
I¢ athe I 
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6 in. road clearance can be driven 
onto the itt 
fuel 


parts, says the 


without damage to 
other low 


manufacture! A ste 


mutiler line oF hanging 


reinforcing box under ¢ ich runway 


designed to added rigidity und 
operating Condition 
Built-in) tool sh 
model iT retal 
been widened 


nad 
modate th largvest 

mm make 
vith 


is Well as fore 
Ramps fitted 
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Equipment 


High-capacity meter 

measures flows up to 5,000 bar- 
rels per hour at working pressure of 
300 psi. Brodie Model B-123 Bi- 
Rotor meter is designed to handle 
petroleum products or crudes in barge 
and tanker loading, bunkering, pipe- 
liness, runs to stills and similar applica- 
tiows. Features are double case con- 
struction isolating measuring unit 
from piping strain; stainless steel ball 
being rotor mounting; balanced true 
rotary Operation without vanes or re- 
ciprocating parts; absence of metal- 
to-metal contact with just two moving 
parts in the measuring chamber. Re- 
moval of cover dome provides com- 
plete accessibility without 
line connections. Furnished with 10 
in. or 12-in. 150 Ib. or 300 Ib. ASA 
flanges, or weld ends. Available with 
choice of with 
Brodie Automatic Temperature Com- 
pensator to give counter readings in 
net barrels. Ralph N. Brodie Co., San 
Leandro, Cal. 


Circle No 


disturbing 


counters and = also 


7 on coupon 


e FOR FURTHER INFORMATION 


On equipment or literature described 


New truck lamps 


. are stud-mounted Warren Model 
B-80 directional signal lamp, and 
Model B-80A_ stop and tail lamp. 
Both use the “O” ring lens seal; have 
die-cast aluminum bodies with baked 
enamel finish; are available with sock- 
ets tapped for %4-in. IPS female pipe 
connections, plus a rubber socket 
grommet that seals the socket and 
holds the bulb firmly in place. Betts 
Machine Co., Warren, Pa. 


Circle No. 8 on coupon 


Two new lights 


... for use as dome lights, step lights 
or compartment lights have been 
added to the Dietz line. One light is 
a single-bulb, 21-cp unit; the other is 
equipped with two bulbs of 2 cp each. 
Features include Snap-Grip _ lens, 
which permits quick bulb change and 
requires no screws OF lens retainer, 
and neoprene O-rings to insure snug 
fit. Automotive Lighting Division, R. 
E. Dietz Co., 225 Wilkinson St., 
Syracuse 1, N. Y. 


Circle No. 9 on coupon 


Drum and barrel truck 


is said to handle with ease loads 
up to 1,000 Ibs., in tight 
packed rows, or on and off pallets up 
to 8 in. high. Accommodates contain- 
ers 15-in. or more in diameter and 
24-in. to 36-in. in length. Chime hook 
is adjustable and locks in any fixed 
Large roller bearing wheels 
have solid rubber tires. IJndustrial 
Products Co., 2672 N. Fourth St., 
Philadelphia 33, Pa 
Circ le No 
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10 on coupon 
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Motor Analyzer 


. . known as King Model 400, in- 
cludes five testing units locked in 
place, but removable for portable use. 
Unit includes: coil and condenser 
tester; exhaust gas analyzer; cam- 
angle tachometer; vacuum-pressure 
tester, and  volt-ampere-resistance 
tester designed to handle the 1958 
dual-contact voltage regulators. King 
Electric Equipment Co., Cleveland 5, 
Ohio. 

Circle No. Il on coupon 


Kwiklok wheel adapter 


. Model 100-A, for use with 
Hunter wheel balancer, is said to 
eliminate the need for multiple adapt- 
ers to fit various wheel sizes. Manu- 
facturer says new adapter can be 
mounted in a few seconds and com- 
pletely secured in position on 
American-made car wheels 13-in. 
through 16-in., as well as many foreign 
car wheels. A_ special sports cat 
adapter leg kit fits the adapter to 
practically all wire and foreign wheels. 
Hunter Engineering Co., Hunter Ave. 
and Ladue Rd., St Louis 24, Mo. 

Circle No. 12 on coupon 


(Continued on page 172) 


NATIONAL PETROLEUM NEWS * March, 1958 





Continental puts extra service 
into every steel container | 


\ 
vi 
i 


From advanced research to faster 
delivery, Continental container service 
smooths your shipping problems 


Continental gives you the highest quality steel con- 
tainers plus the benefits of famous Continental 
service. You deal with a Continental expert who 
knows the problems of the petroleum industry. 
You order from a complete line of steel containers, 
superbly lithographed for powerful sales appeal. 
You get fast delivery of all the containers you 
need, when you need them. And if you have a 
special problem, Continental’s research and engi- 
neering services help you solve it. Let us show 
you what we mean by famous Continental service. 


Call today. 





Exclusive Perma - Lining 
enamels provide 100% 
protection for hard-to-hold 
petroleum and chemical 
products. Perma-Lined 
containers are airless hot 
sprayed after fabrication 
to prevent corrosion-caus- = 

real. cracks -_ assure (E CONTINENTAL 
100% complete interior \\“,, 

coverage. In tight or open pm CAN COMPANY 
head pails—with lug, ring 
seal or lever lock covers. Eastern Division: 100 E. 42nd St., New York 17 


Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 














Se | 
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Now your dealers can check 


<STELLERSCOPE 





FULLY ADJUSTABLE, 
8° WEATHER-RESISTANT 
PLASTIC CONVEX MIRROR 


durable... easy to clean! 
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rear lights from the driver’s seat! 


Saves steps...saves time 
...Increases lamp sales! 


The G-E TELLERSCOPE fastens to the wall of the 
lube bay. [Ul stick to any wall surface. Then, before a 
ear is backed off the lift, the attendant glances at the 
G-k TELLERSCOPE. From the driver’s seat, he can 
check all the rear-end lights —taillights, stop lights, 
turn signals, license plate bulbs to spot burnouts. 


Once in position, it works for any car. 


Saves time, steps and manpower because one man 
at the wheel can do the job. BIG PROFITS, too, be- 
cause he ll spot more burnouts, sell more lamps. 

hor the 3rd straight year of checking cars across 
the nation, faulty taillights were the No. | cause for 

ction. One out of five rejected cars needed one or 
re rear lamps! (Headlamps were third). So get your 


on this big and profitable, ready-made market. 


A G-E TELLERSCOPE is FREE for each dealer who orders 
acase of CE G@EQleithe Headlamps from you. Big, 
full-page ads tn POST, LOOK, POPULAR MECHAN 


ICS pre-sell ear owners on installing and aiming G-E 


Wk WUtaitir Headlamps ... and replacing burned out 


ts. Full-page ads in leading trade magazines ONE MAN DOES THE WORK OF TWO with a TELLERSCOPE. 
your dealers on this big TELLER- Rear lig ire reflected back to the man at the el. Step 


saver, time saver, profit make 


fi 
TELL "EM TO REPLACE deteriorates! eae 
G-E SPACE-SAVER PACKS. Sive headlamp th pairs of G 
ii" 


ace, keep stocks neat. no covers Qialde Neadla 11 ead . ie 
or flaps to open. Kasier bulb. re lar ps Twiee eae ( j Mi} Lt! 
moval. fuster inventory. ‘ y) 
Y - 


General Llectrice Co.. Miniature Lamp Dept. NPN-38, Nela Park, Cleveland 12, Ohio. 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 
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NEW JERSEY 


SERVING THE OIL INDUSTRY 


FOR 25 YEARS 


e OPW Valves and Fittings 

e Marlow Pumps 

e Blackmer Pumps 

e@ Erie Pumps and Equipment 


WE SERVICE THE EQUIPMENT WE SELL. 


TEN HOEVE BROTHERS 
Mclean Blvd., Paterson 3, N. J. 


NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 








EQUIPMENT SALES CO. 


164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, 0.P.W., Lincoln 
Neptune, Huffman, Goodrich, 
Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 








Gashoy Pues 


For every size consumer- 
commercial account. 
Cc. H. BRADSHAW 
3030 Artin Road 
Dublin, Ohio 





PENNSYLVANIA 








PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 


DISTRIBUTORS FOR: Wayne Pumps & Equip- 

ment, O.P.W. Valves and Fittings, Gorman-Rupp 

Fill-Rite Pumps, Whiteway Lighting, Saylor-Beall 

Compressors and National Hose. 

211 Lincolnway West, New Oxford, Pa. 
MAdison 4-4131 








E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering G Equipment 
BULK TERMINALS TRUCKS 
SERVICE STATIONS 
Member NAOEJ 











RUTLEDGE EQUIPMENT CO. 


334 Bivd. of Allies Pittsburgh 22, Pa 


Rutledge Service Station Flood Lights 
Equipment—Buckeye Valves G 
Fittings 
Granco Pumps G Meters—Air 
Compressors 








Equipment 


Jumbo Tank Cleaner 


is the name of a new high- 
capacity, water-driven unit discharging 
9400 gph through its two revolving 
jets, said to have a cleaning range of 
SO ft. each. Designed for marine or 
industrial service, device uses avail- 
able pumps and lines to drive jets in 
a spherical pattern to scrub entire 
inner tank surface with cold or hot 
water. Since the unit is oil- rather 
than water-lubricated, it is said to re- 
quire only 114 psi for efficient opera- 
tion. Small spare parts set permits 
easy shipboard or inplant repairs. 
Sellers Injector Corp., 1604 S. Hamil- 
ton St., Philadelphia 30: Pa. 


Circle No. 13, on coupon, p. 168 


Fast charger 


known as Model EX-400C, is 
offered as medium-price mobile unit. 
Equipped with silicon rectifier, her- 
metically sealed, impervious to dust, 
oil and acid fumes, and carrying a 
5-year, unconditional guarantee. Exide 
Automotive Division, P. O. Box 6266, 
Cleveland 1, Ohio. 


Circle No. 14, on coupon, p. 168 


Preheater 


for tanks containing No. 5, No. 
6 and Bunker “C” oils comes in two 
sizes: 16-in. diameter for 16% in. 
manholes and 14-in. diameter for 
14'2-16 in. manholes. Preheater coil 
is 1/2-in. full weight steel pipe, ex- 
tending depth of shell, which is of 
12-gage sheet metal. Accumulator is 
steel-bolted to lower braces. Oil is 
heated by steam or hot water as it 
flows over accumulator before going 
into suction line. Unit factory-tested 
at 400 psi under water. Rempe Co., 
340 N. Sacramento Blvd., Chicago 12, 
/ll 
Circle No. 15, on coupon, p. 168 





Test spark plug 

. Of a new pressure-sensitive design 
has been developed jointly by Esso 
Standard Oil Co. and Polyphase In- 
strument Co. to analyze fuel combus- 
tion characteristics. A special high 
temperature strain gage bonded to a 
pressure sensitive diaphragm transmits 
an electrical signal proportional to 
engine cylinder pressure, which can be 
displayed on an oscilloscope. Exact 
timing and indication of cylinder pres- 
sure, ignition, pre-ignition, knock and 
other engine pressure pulsations are 
sensed and displayed. Application of 
the pressure sensing element to a con- 
ventional spark plug permits regular 
plug installation, normal ignition, and 
unaffected engine operation. Polyphase 
Instrument Co., Bridgeport, Pa. 

Circle No. 16, on coupon, p. 168 


Centering fork 
- is said to assure more efficient 
pallet stacking. When mounted _ be- 
tween forks, the pallet centering de- 
vice engages the middle stringer of 
the pallet and centers it on the truck’s 
forks. Pallet can then be aligned with 
a minimum of truck movement. Auto- 
matic Transportation Co., 149 W. 
87th St., Chicago 20, Ill. 

Circle No. 17, on coupon, p. 168 


Propane transport 


. of the stepdown type, is made of 
T-1 lightweight, high-tensile _ steel 
approved for LP gas. Meets latest 
ASME Code ruling 1204-3, requiring 
a two-inch straight flange with a 
knuckle section on all T-1 steel trans- 
ports. Master Tank & Welding Co., 
Dallas, Tex. 


Circle No. 18, on coupon, p. 168 
(Continued on page 173) 
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Equipment 


Balancer line 


. introduced by Hunter offers low- 
silhouette, functionally styled models 
intended to help service station opera- 
tors sell wheel balancing service more 
readily. Features include a completely 
new spinner with one-lever control; 
choice of power units; faster, more 
versatile wheel adapter; and a foot 
control pedal that permits the opera- 
tor, while standing, to spin car wheels 
and show the customer the need for 
balancing. Handle can be swiveled 360 
deg. or quickly removed for storage 
when not in use: Adapter, tune-in 
balancing instrument and weights all 
fit in a built-in storage compartment. 
Merchandising kit, including metal 
wall sign is included. Hunter Engi- 
neering Co., Hunter Ave. and Ladue 
Rd., St. Louis 24, Mo. 


Circle No. 19, on coupon, p. 168 


Low oil control 


for air compressors measures 
crankcase oil level each time compres- 
sor stops. Control device operates to 
open motor circuit when oil in measur- 
ing bowl is below safe level. Circuit 
may be closed by manual reset button, 
but compressor will not run through 
more than one cycle unless oil is 
added. Champion Pneumatic Ma- 
chinery Co., 825 N. Pleasant St., 
Princeton, IIl. 
Circle No. 20, on coupon, p. 168 
(Continued on page 174) 
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more profits from 
more deliveries... 


with faster 


motorpump power loading 


Trip after trip—truck after truck—the time 
and trouble you save with faster loading by 
Ingersoll-Rand Motorpumps add to your over- 
all profits . . . 


These dependable pumps are available in 
either self-priming or standard centrifugal 
types in capacities and sizes to meet your 
exact requirements. 


Actual cost-saving advantages are yours 
with rugged Motorpumps because they give 
you efficient service, low cost operation with 
a minimum of maintenance. Complete in- 
formation on Motorpumps for your require- 
ments is available at your local Ingersoll-Rand 
branch office or dealer. Or,. write for lat- 
est bulletin. 


by Ingersoll-Rand 


11 Broadway, New York 4, N.Y. 


9-649 


Sizes from “% 
to 75 horse- 
power—5 to 
2800 gpm 


capacities 





Easier to operate on any job 
Bennett Big (5 3.2 
TRANSFER PUMP 


Complete tune-up line 


is now being marketed by Du 
Mont, in addition to its two oscillo- 
scopes. New test equipment includes 
an Electrical Tester for measuring all 
currents and voltages in a vehicle; an 
exhaust gas analyzer; a vacuum-pres- 
sure gage for measuring intake-mani- 
fold vacuum and fuel pump pressure; 
a compression gage for testing individ- 
ual cylinder compression; and a pow- 
er timing light. A mobile stand and 
instrument rack may be purchased 
separately. Also available is a new 
EngineScope accessory, the Type 2909 
electronic fuel injection pickup for use 
with Bendix fuel injection systems. 
Allen B. Du Mont Laboratories, Inc., 
750 Bloomfield Ave., Clifton, N. J. 


Bennett’s Big G is built to with- Circle No, 21, on coupon, p. 168 
stand rough treatment and deliver 
more gallons with less work. 

Easy, natural lever-action delivers 
a constant flow of twenty gallons a 
minute—with up to a 20-foot lift. 
Sturdy all-metal body assures long 
life. Bronze automotive-type pistons 
do away with trouble-causing ex- 
pander springs, and diaphragms and 
assure dependable service under 
severe conditions. 

Vacuum breaker permits complete 
hose draining and prevents siphon- 
ing. Never needs priming. Wide 
variety of models. 


“Hang-Over” hoist 


is a new service station aid 
designed to simplify the job of work- 
ing on distributors, carburetor linkage, 
heater components and many of the 
other hard-to-reach spots on automo- 
bile engines. The sloping supports per- 
mit a mechanic to work with some 





eeeeeeeeveeeeee 
eeeeessece 
eeeneeeeeeeneeee 


degree of comfort when he has no 
choice but “lay on top” of the engine 


J W Bennett Pump Division 1 Robinair Mfg. Corp., 28635 Mound 
OHN 00D OMPANY ” Muskegon, Michigan ¢ Rd., Warren, Mich 


IN CANADA: JOHN Woop Company LIMITED « Toronto * Montreal * Winnipeg * Vancouver Circle No. 22, on coupon, p. 168 
/ / 
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Drum lift 


known as the Grizzly Roto- 
Tilt, lifts, tilts, or rotates all kinds of 
open and drums, barrels, fi- 
ber containers and boxes. Ball-bearing 
lifting trolley channel 
with no exposed parts. Safety locking 
bracket secures upper jaws to top 
rim of drum. Serrated jaws and chan 
nel, and recessed drum bottom foot 
plate insure positive locking hold 
Available in three models: No. 250 
for 55 gal. drums; No. 251 for 30 
gal. drums; No. 252 for 15. gal 
drums. Special Roto-tilts can be de- 
signed for particular requirements. 
Pucel Enterprises, Inc., 3746 Kelley 
{ve., Cleveland 14, Ohio. 
Circle No. 23, on coupon, p. 168 


closed 


is enclosed in 


Throttle control 


operates from any part of the 
vehicle and up to 12% ft. away. 
Throttle can be advanced or retarded 
instantly or held accurately at any 
engine speed. Push-button release in- 
Stantly returns engine to normal idle 
Permits one-man operation on all 
service jobs that require variable con- 
trol such as automatic transmission 
adjustment, engine tune-up, combus- 
tion analysis. Allen Electric & Equip- 
ment Co., 2101 N. Pitcher St., Kala 
mazoo, Mich. 


Circle No. 24, on coupon, p. 168 


Adjustable storage racks 


are said to give complete non- 
sway rigidity and safety in tiering -to 
any height and width, in single, dou- 
ble or multiple sections covering any 
area. New forged cross-bar joiners 
lock by hand into vertical upright slots 
No tools are required. Racks are of 
all-welded — steel construction 
neered to customer requirements 
Palmer-Shile Co., 16061 Fullerton, 
Detroit 27, Mich 
Circle No. 25, on coupon, p. 168 


eng!- 
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Explosion-proof motors 


are Offered in 1'2 to 
tan-cooled, and 1|!2 
lower, non-ventilated 
to conform with stan 
and bear Lab- 
oratories approved labels for use in 
Class I, 
taining gasoline and other 
Ventilated motors 
external aluminum fan with a fan 
shield to confine the air stream close 
to the motor Non-ventilated 


30° hp, 
hp ratings and 
Both are 
NEMA 
Underwriters 


said 
latest 
dards, 


Group D atmospheres con- 
hazardous 


Vapors. feature an 


surface 


Equipment 


motors are cooled through convection 
end radiation provided by the large 
ratio of frame surface area to volume 
Conduit box can be rotated around 
periphery to any of 
apart. UL approved 


plugs are 


the motor four 
positions YO deg 
automatic drain 
Drilling pads at convenient points per- 
lowest point 


Vorse & 


optional 
mit locating plugs at 


ae 
ifter installation. Fairbanks 
Co 

no. 26. on coupor 


( ircle 


(Continued on 





SIMPLIFY 
TRANSPORT 
LOADING 








No. 450-AM 
3” and 4” 


Oilco Spring-Matic No. 450-AM provides all the 


elements for trouble-free loading, ease of operation, 


compactness, greater flexibility, less evaporation 


losses, and minimum cost. 


Available in different models and sizes 


to meet all applications 


Representatives in all leading cities, U. S$. and Canada 


OIL EQUIPMENT MANUFACTURING CO. 


INCORPORATED 


3100 VERMONT AVE., LOUISVILLE 


NEWS 


11, KY. 





Equipment 


Trulite aimer 


fits all sealed beams including 
the new 4000 series. New model, says 
checking all 
sealed beams without removing bezels 


manutacturer, permits 
or any part of sealed beam housings 
Made of high-impact Styrene, claimed 
unbreakable in normal 
package shown in 
dealer list of $29.50. Trulite 
{utomotive 3453 Cahuenga 
Blvd., Los Angeles, and 12 Depot 
Square, Englewood, N. J. 

Circle No 


use. 
photo 


to be 
Complete 
Carries 
Corp., 


on Coupon, P 168 


Viscosity bath 


is said to allow completely ac- 
Kinematic viscosity determina- 
tions at minimum Features in- 
clude measurements over a_ wide 
range from 0.4 to 16,000 centistokes; 
conformance with top standards; plus 
or minus 0.02 deg. F uniformity; 
simplified maintenance requiring only 
infrequent replacement of bath oil and 
cleaning of glass jar. Price $295. 
Precision Scientific Co., 3737 W. 
Cortland St., Chicago, Ill. 
Circle No. 28, on coupon, p. 168 


curate 
cost. 


CHECK THE EXTRA 
VALUE IN WAYNE 
COMPRESSORS / 


GET YOUR FREE 
AIR COMPRESSOR 
GUIDE—CATALOG 


QUALITY FEATURES 


COWSTANT 
ouar PAN vcttM 


LEVEL OILING 


QUAL INTAKE waive 
mootn correr f JBING 
‘ . ik 
write & artee 

wart f08 


AANR 
HMEN! 


TAPE RE : 
PUYWHEEL ATTAS 
git BESERVOIF 


FOUR PIECE Ap HEAD 


ast, CYLINDE 
COMSTRUCTION 

" 
THERMAL PROT! 
1p LQuIPMeN 


Four 


When you install Wayne Air Com- 
pressors you are dollars ahead in 
value and service. You get exclu- 
sive Wayne values in features, 
workmanship and service life. 
Whether you specify a fractional 
HP single - stage or larger two 
stage you are sure of all the air- 
power your station needs to keep 
salespower at its peak. Every 
Wayne Compressor is station- 
engineered and you are certain of 
guaranteed usable air output. The 


Wayne Pump Co., Salisbury, Md. 


NATIONAL 


Literature 





Car lifting tests 


performed on all 1958 models 
are summarized in a data file booklet 
just released by Globe. Tests cover 
single and 2-post free wheel; 4-post 
electric; roll-on, and Globe’s “Frame- 
Kontact” lifts. File contains facsim- 
iles of actual reports by engineers 
covering chassis and body design, 
weight distribution, wheelbase and 
tread dimensions and underbody pick- 
up points recommended by certain 
car manufacturers. Globe Hoist Co., 
kk. Mermaid Lane at Queen St., 
Philadelphia 18, Pa. 

Circle No. 29, on coupon, p. 168 


Eco catalog 


describes the nine models of 
Bennett’s Eco Tireflators. Included is 
a discussion of ways for service sta- 
tion operators to increase sales of 
IBA by the use of up-to-date tire 
inflation equipment. Advertising Dept., 
Bennett Pump Division, John Wood 
Co., Broadway and Wood St., Mus- 
kegon, Mich. 
Circle No. 30, on coupon, p. 168 


Gland bearing pumps 
are covered in a new 8-page 
Blackmer catalog. Important design 
and construction features are pre- 
sented in easy-to-read form. A chart 
based on a simplified liquid classifica- 
tion guide aids in selecting pump size 
and construction. Tables are included 
on pump speeds, delivery ratings, and 
horsepower requirements at typical 
operating pressures. A section is de- 
voted to illustrations of base mounted 
units available in various gear and 
belt-driven, as well as twin unit styles. 
Bulletin No. 150, Blackmer Pump Co., 
Grand Rapids 9, Mich. 
Circle No. 31, on coupon, p. 168 


Mercury luminaires 


for large-area outdoor lighting 

are described in a new 4-page booklet 
Known as the Ultra-Lite Luminaires, 
this line of fixtures provides a_hori- 
zontally “square” light pattern. Book- 
let describes placing of fixtures so 
that light patterns abut with a slight 
overlap, with a resulting increase in 
fringe intensities and reduction in pole 
requirements. Revere Electric Mfg 
Co., 6009 Broadway, Chicago 40, IIl 
Circle No. Be 168 


(Continued on page 179) 


on coupon, p. 
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DEALER 


SIGN UP! 


TRAFFIC UP! 


Here’s the sign of courteous, friendly service 
of dependable well-known products. 
The sign that reminds customers to buy now! 
Creating such distinctive dealer identification 
as this for leaders in industry is our 


exclusive business. 


illuminated plastic 


signs Ot success 
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“WHATEVER YOU DO...DON'T MISS THE MAN 
WITH THE DU PONT ANTI-FREEZE MARKETING PLAN!" 


Du Pont stimulates your dealers’ sales of ‘Zerex”’ 
and “‘Zerone” Anti-Freezes by motivating car owners 
through resultful advertising and product promotion. 
The public acceptance of Du Pont’s anti-freezes and 
such exclusive national promotions as ‘‘Anti-Ireeze 
Week” have helped increase dealers’ sales every year. 
Remember... Du Pont “Zerex”’ and “Zerone”’ are the 


anti-freeze brands motorists know and trust. 


OTHER EXCLUSIVE BENEFITS INCLUDE: 
* Two nationally known and accepted brands of 


anti-freeze serving both the permanent and 
standard markets 

Outstanding distribution efficiency 
Full-time anti-freeze specialists offering you 
year-round sales assistance 

The selling power of the Du Pont name 


The quality and dependability of ‘‘Zerex’’ and 
“Zerone”’ 


Find out how your company and dealers can benefit... see the man with the Du Pont Anti-Freeze Marketing Plan now! 


ZEREX —-ZERONE 
Anti-freezes 


, Wilmington 98, Delaware 
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Equipment 


Tank vents 


designed to conserve and protect 
volatile products in storage are de 
scribed in the new Midland catalog 
No. 41. Includes detailed explanation 
of tank venting economics; diagrams 
of vent operation; tables; his- 
tories; stock loss record form; ques- 
tion and answer section. Midland 
Specialties Co., 4807 South on Rich 
mond St., Chicago 32, Ill. 

Circle 


case 


No. +3. on coupon, Pp. 168 


Rotary power pumps 


are presented in a new 
Special attention is 
given to design features that include 
replaceable cylinder liners, vanes, push 
rods, integral pressure control valves, 
type 


S-page 


color catalog. 


gearhead = con- 
flanged pipe connections 
jacketed heads. Includes pump 
selection and application guide deal- 
ing with simplified performance char- 
Bulletin No. 10, Blackmer 
Grand Rapids 9, Mich. 

Circle No. 34, on coupon, p. 168 


cartridge seals, 
struction, 


and 


acteristics 


Pump Co 


Pump strainers 


featuring 
available in 


clean-out 


Various perfora- 


removable 
baskets 
tion grades are described in a new 
catalog. The “Ezy-Kleen” 
line offers strainers for ahead-of-the- 
pump protection with low. pressure 
drop and “jacketed” models specifi- 
calls steam thawing of 
high viscosity liquids. Charts and tables 


two-color 


designed for 
serve as a guide to model selection, 
and basket con- 
Bulletin No. 400, 
Grand Rapids 


perforation grades 
struction materials 
Blackmer 
9, Mich 


( ircle No 


Pump Co., 


35, on coupon, p. 168 


Manufacturers ... 





United States Rubber Co. has con- 
solidated its) subsidiary, New York 
Belting and Packing Co., with the 
sales and distributing organization of 
its mechanical goods division. All of 
the company’s industrial rubber prod- 
ucts will now be sold under U. S 
Rubber brand names. New York Belt- 
ing was one of the manufac- 
turers of rubber products. Founded 
in 1846, it is said to have been the 
first producer of rubber covered trans 
mission belts, the first 
braid and the first 
rubber bonded grinding wheel 


oldest 


and conveyor 


wire steam hose 
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Eclipse Fuel Engineering Co., 
Rockford, Ill., has acquired exclusive 
rights to patents, manufacture 
sale of the vane-type indicating flow 
meters developed by R. A. Ekstrom 
& Co. of Markham, Ill. [he line in 
cludes five basic styles to 
liquids to handle 
2000 psi. Products will still be known 
by their name of Seico 
Indicating and will be 
handled by the instrument 
Division of Eclipse 


and 


gases and 
pressures up to 
tormer trade 
Flowmeters 
Seico 


Gasoline Pump Manufacturers 
Assn. expects that 1958 buying of 
gasoline pumps will at least equal that 
of 1957 and may 


possibly show a 


slight increase. The variation, if any 
exceed 5%, according to 


Bund, the 


should not 
Dr. Henry 


economist 


association s 


Fulier Corp., equipment jobber of 
Columbus, Ohio, recently sponsored a 
Petroleum Equipment school, consist 
ing Of six classes, with approximately 
15-20 men to 
multaneously 
am. and 
Classes were conducted by 
tives of Viking Pump Co.; Aro Equip 
ment Co.; Neptune Meter Co.; Tok 
heim Corp.; Curtis Manufacturing 
Co.; and Gilbert & Barker 

(Continued on page 


a Class. Classes ran s! 
all day starting at 9.30 
9 00 p.m 


representa 


continuing until 


I81) 


FOR BULK PLANTS... 
TANK FARMS...TERMINALS 


POSITIVE 


SAFETY 


with Electronic 


Indicating 
Grounds 


Gilbarco’s Electronic Indicating Ground is the only 


Underwriters’ approved device which positively indicates 


the completion of a safe ground. 


With the trend toward faster loading operations 


this device is a must for every loading point. When a 

safe ground is established by clipping the cable to the 
tank car or transport, a minute radio circuit is 
energized. This can be used to sound a bell... 


flash a light . . 


. or start a pump. A Gilbarco 


Electronic Ground is your best assurance 


of protection against unsafe 
grounds at the loading point. 


NEWS 


Gilbert & Barker 
Manufacturing Co. 
West Springfield, M . 
Toronto, Canada 





How Standard helps your tax dollars buy 
3 miles of superhighway for the cost of 2 





d 








P 
Py 


\sphalt can save billions of dollars on the 41,000 miles of superhighways the 
US. will build in the next 15 years 


Heavy Duty Asphalt Costs 20% to 50% Less Than 
Other Pavements. This means extra miles of superhighways 
for your tax dollars... smoother, more enjoyable miles, too. 
Safe, skid-resistant asphalt cuts down headlight and sunlight 
glare, makes lane markers easy to see. 

To help bring you more miles of superroads faster and at : 
lowest cost, Standard* operates nine asphalt refineries across over 50,000 miles of new and 
the nation. Our scientists work with highway engineers on improved highways by 1970 
improved construction methods and the kind of low-cost 











maintenance that can make asphalt highways even better — + Pprough Standard’s wholly owned subsidiary, 
and stronger alter many years ot service, American Bitumuls and A phalt Company 


ww STANDARD OIL COMPANY OF CALIFORNIA 


—/? plans ahead to serve you better 
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Equipment 


Mixing Equipment Co., Rochester, 
N. Y., now has in operation a new 
Hazardous Materials laboratory. It 
will be devoted to basic problems of 
mixing, blending and separating Class 
1, Group D petroleum products. Fa- 
cilities also will be used to supply 
answers to specific customer problems 
of suspension of solids, leaching and 
solvent extraction, as well as “blue- 
sky” research 


Personnel... 





W. W. Eberhart has been elected 
vice president in charge of sales for 
the oil hydraulic lifting devices divi- 
sion of Autoquip Corp., Chicago., 
manufacturers of portable automotive 
lifts. Eberhart was formerly central 
division manager for Rotary Lift Co 


William H. 
Cochrane has 
been elected pres 
ident of Neptune 
Meter Co. He 
Dante 

who 


succeeds 

EK. Broggi, 
has retired 
active manage 
ment, but contin 


from 


ues tO serve as a 
( och 


previ 


Cochrane consultant 
rane Was 
ously executive vice president, respon- 
policies and 


imong Neptune and sub- 


sible for coordinating 
operations 


sidiary Companies 
. 


Frank Stetka of Washington, D. 


has been appointed electrical field 
service engineer of the National Fire 
Protection Assn., succeeding the late 
Charles L. Smith. Stetka has 
Supervisory Electrical Engineer in the 


General Services Administration since 


been 


1956. In his new post he will have 
offices in the Chicago headquarters ot 
the International 


Inspectors 


Assn. of Electrical 


We. Wh 


manager of 


LaRocque has been named 
Inland 
Container Co. division of Inland Steel 
Co., Chicago, with headquarters at 
930 Park Ave., New York. For the 


past LO years LaRocque has been us 


national sales for 


yistant to the vice president in charge 
American Flange & Man 
Iri-Sure 
He was 
active in and was a director of the 
Packaging Institute 


ol sales for 
ufacturing Co., makers. of 


closures for drums and pails 
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Wraparound 


for 


esign 
PARLOUR AKOY/) 


trendsetting 
OL 


d 


Advanced styling and greater efficiency 


are combined for the greatest value 


Tamalelerdelile- | Mem Mente lalilale ma fel me-Celelielelar- 


Tavielguir-lelelameorelale- (eM Zell] am (olor. 1m Otelasl elore) 


district manager or write direct. 


ILLINOIS 


CHICAGO 47, 


2251 WEST ST. PAUL AVENUE 


ote) | ad OF © Mote) 10) 7 Wale) 





For filling... TIRES OR TANKS 


Sheva or 
fete: tee 





x. 


“Sa 


/t pays to insist on Thermord Hose 


For every oil marketing job, there’s a 
Thermoid Hose engineered to do the job better... 
last longer... cut your replacement costs. 
The hose you need is quickly available from your = 
Thermoid Distributor. Get full information hermol 
from him, or if you prefer, write direct. 

Thermoid Company, Trenton, N. J. 
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Empty Tank, Money in the Bank 


@ An empty tank has been like money in the bank to jobbers these days. Storage space 


is like a magnet for spot deals, each one seemingly better than the last. Jobbers, wheth 
er they are near a river, deep water, or a pipe line terminal, have been bombarded all 
winter with discount offers on every product they handle. 

Refined product prices seldom have been discounted so sharply in relation to crude 
prices as in these past many weeks. Seldom has the trade seen refiners so anxious to 
sell at prices considered to be below costs. Nearly every refiner seems to be in the same 
predicament, but a determination to fight a way out appears to have set in 

What refiners do between now and the next several weeks in way of cutting runs is 
of as great importance as the weather. And their apparent determination to set things 
in order indicates markets are in for a change 

A feeling of change is in the air. This showed up when wholesale prices tumbled 
in all east-of-the-Rockies markets. More changes appear on the way. But with whole- 
sale prices already on a sounder basis, the no-man’s-land between wholesale and re 
tail (where the jobber operates), is wide open. In gasoline, this is the area where all 
the shooting is done—shooting that can blast profits right out of an entire metro- 
politan marketing area. These examples show up from coast to coast with retail price 
wars stretching from Boston to San Francisco. The trueness with which tank wagon 
prices are tailored to meet wholesale conditions will determine the amount of stabil 
ity in next summer’s pump prices. 


Trouble at the Dotted Line 


More than the usual amount of trouble is expected in getting jobbers to sign up tor 
summer-fill heating oils. For one thing, shading was so widespread last year that many 
jobbers feel they might have done better on price had they taken advantage of some 
of the open market offers. A Midwest marketer points out that the difference between 
summer and winter prices has been so small that jobbers are inclined to put only a 
couple of days’ supply into storage in warm weather, rather than tie up funds and 
tankage. 


Mad Enough to Sue 


One jobber says he’s mad enough to sue a Chicago-area refiner. Other jobbers and 
refiners also are upset over the way a No. 2 fuel contract arrangement added to the 
down pressure on local wholesale quotations. The refiner apparently agreed to supply 
a consumer account No. 2 fuel at 0.125¢ over the Group 3 quotation. The consumer 
in turn, took advantage of his low price and resold to brokers, who then were able to 
beat the local prices by 0.125¢ to 0.25¢ gal 


History Undone 

Phat heavy fuel reduction in February to $1 bbl., Group 3, put the No. 6 price at 
lowest point in three-and-a-half years. At $1 bbl., it meant refiners were getting only 
slightly over half of the historical 60% of crude’s cost that they like to vet 
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Tank wagon price 





Market barometer page 








1958 * NATIONAI PETROLEUM NEWS 





MARKET OUTLOOK 



































mopERN WHITE trucks 
DELIVER MORE 


RICHMOND TERMINAL 
GARAGE now has 15 of 
these new White 9OOOT's 
leased to O'Boyle Tank 
Lines. Nearly 2 million miles 
of experience with the 
White 9000T prove its ad 
vantage in payload, de 
pendability and long life 


find out for yourself... 


It’s more than a habit. It’s a standard business practice 
on the part of many leaders in the petroleum industry 
; ' to prefer Whites for their transport service. From 
eo KNOWS YOUR BUSINgs - »ipeline to bulk and service stations. Handling man 
it - = a>’ viene products, too. J 
Why the big swing to White? Dependability —low 
THE WHITE MOTOR COMPANY cost—higher mileages—more payload. See your White 


Cleveland 1, Ohio Representative . . . now! 


For more than 55 years the greatest name in trucks 
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PRODUCTS VS. CRUDE GULF COAST 


PRODUCTS VS. CRUDE MID-CONTINENT 
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Refinery and Terminal Prices 








All prices are supplied by Platt’s Oligram Price Service, NPN’‘s sister 
publication. Arrows indleate upward or downward movement of the 
price preceding the arrow. Prices as of Feb. 18. Last previous listing 


Jan 


Motor Gasoline 


Gulf Coast Cargoes 
OO oct. prem 


10 ot 
x7 oct 
4 oct, 

oct reg 

ct. reg 
Albany, N.Y 
17 oct. prem 
i} oct. reg 
Baltimore, Md 

t. pren 

5 oct. prem 

wl. reg 
10 oct. reg 
Boston, Mass 


oct, pren 


10 0 ¥ 
Buffalo, N. Y 


1) oct. preg 
0 oct. reg 
Charleston, S. C 
vet prem 

t pre 
KY ort. reg 
K7 oct. reg 
Chicago, I 


pren 
16 oct. pren 


‘1 reg 


oct 
(oct. pren 
t 

KY oct. reg 
Corpus Christi, Tex 
ih t. prem lt 
Detroit, Mich 

i) t. pren 

1O oct. reg 

Houston, Tex 

16 oct. pren 
Jacksonville, Fla 

" t. prem 5 4Vv 
KY oct. reg 4 
Miami, Fla 

6 oct. prem b4W 
aw 


Minneapolis/St. Paul, Minn 


| | ren iO 
KY oct. reg 
Mobile, Ala 
“ t pre tT 
t. reg 
New Orleans, La 
‘WH oct ! ret 
9 oct. reg 
Norfolk, Va 
7 oct 


Pensacola, Fila. 

06 oct. prem 

KY oct. re K 

Philadelphia, Pa 

Ys oct. prem 

i] oct. reg 

Port Everglades, Fla 

6 oct. prem 15 

SY oct. reg 

Savannah, Ga 

VO oct. prem 

&Y oct. reg 

Tampa, Fla. 

1% oct. prem 

®t) ctr ) 

Wilmington, N.C 

16 oct, prem | 

et, prem 

ct. reg 

t. reg 

Okla, (Okla. Shpt.) 
175 


8 oct. prem 1 


RY « 1 
‘ 19 
7 of 1 


89 oct. reg 12.28 


é 


89 oct. reg 1] 


Okla. Group 3 (Northern shpt 
t. prem 14. 250-15 


N. Tex. (Tex. & New Mex. shpt 
et. prem 175 ] 


> re 
j 


t. reg 
sO oct. reg 
84 oct. reg 3.75 
W. Tex. (Tex, & Mex. shpt.) 
et. prem 2-16.075 
5 oct. prem 5 
&8 oct. reg 
kf} oct. reg 
84 oct. reg 
E. Texas (Truck transport lots 
7 oct. prem 15-1 
&R oct. reg 13 
6 oct. reg 13 
84 oct. reg 13.2 
Cent. W. Tex. (Truck transport lots 
'7 oct. prem l 5 
45 oct. prem 
kB oct. reg 
56 oct. reg 
84 oct. reg 
0 oct. M & be 
w l 45 
Ark. (For shpt. to Ark. & La 
40 prem de 
prem 
reg 
reg 
For Kans. destinations only 
prem 14 75 ». 25 


sh oct. reg 
60 oct. M & be 

ow 11W-11 625 
Western Penna.—Bradford-Warren 
4 oct. prem 14 75 
ks oct reg | ) j 
Oil City 

4 oct. prem 
SS oct. reg 
Pittsburgh 

4 oct. prem 15 

AS oct. reg 13.65 
Ohio—Quotations by Sohio for de- 
livery to Ohio points 
40 oct. Teg 14 

Central Michigan 

7 oct. pren 16-16 2 

10 oct. reg 75-14 
California—Los Angeles District 
Rack: 

#8 oct. prem 15 

4 oct. pren 4% 
84 oct. reg | 
Tank Car 
47-98 oct. prem 15 
94 oct. prem 14. 2-15. ¢ 
94 oct. reg 12. 5W-13 ¢ 
Tank Truck (400 gal. or more 
46 oct. prem 20 ¢t 

4 oct. reg 17.4 


San Francisco District 
Tank Truck (400 gal. or more 
‘) oct. prem 11 


oct. reg 


Distillates & Fuels 


Gulf Coast Cargoes 
41-43 w.w. kero. §& 75 
Ny 2 fuel 5 
3-67 di. gas oil 
18-52 di. gas oil 
13-47 d.i. gas oil 
Bunker C fuel 
Bunker C fuel 
nax. 1%, sull 
Albany, N. Y. 
Kerosine, No. 1 

2 fuel 

sel oil, shore 


6 fuel, ne 
ill, guar 


Baltimore, Md 
er N 


ne, 


i 
do barges 
é fuel 
do barges 
Diesel oil, shore 
plants 
4 fuel 
io barges 
5 fuel 


barges 


Boston, Mass 
Kerosine, No, 1 
No. 2 fuel 
Diesel oil, shore 
plants 
No. 5 fuel 
No. 6 fuel, no 
ill, guar 
do barges 
Light Diesel 
bunkers 
Bunker ¢ 
bunkers 


Buffalo, N. Y. 


Kerosine (a 


- 


na 
to he 
“2% 


- 
< <« <«<€ «< 


~ 


23 €2555 


Diesel fuel (a 
No. 2 fuel (a 
h 5 fuel 
No. 6 fuel y 
a) Prices of some se 

mercial consumers 
Charleston, S$. C. 
Kerosine, No. 1. .10.8 
No. 2 fuel 10.5¥v 
Diesel oil, shore 
plants 10 2 
No. 5 fuel $ 
No. 6 fuel, no 

guar $2 

do barges $2 

Light Diesel 
bunkers $4 
Bunker C 
bunkers $2 


x 


<.4 44 <~ 


Chicago, III. 
tange oul, No 
No. 2 fuel 
No. 5 fuel, low 
sulfur 8 45V 
No. 5 fuel, high 
fur 


" 
low 


, Digt 


Cleveland, Ohio 

No. 5 fuel 10 &* 
No. 6 fuel 1¢ 
*Delivered Cleveland 


Corpus Christi, Tex. 
No. 6 fuel, no 
sull guar $2 inv 

do barges $2.45 
No. 6 fuel, max 
1% sulfur barges 
Kunker ¢ 
bunkers 
Detroit, Mich. 
Diesel oil 
No. 1 fuel 
No. 2 fuel 
No. 5 fuel 
No. 6 fuel 
Houston, Tex. 
Kerosine, N¢ 

lo barges 
No. 2 fuel 

lo barges 
Diesel oil, shore 
plant 
No. 6 fuel 

ill. guar 

do barges 
No. 6 fuel, max 
] ilf. barges 
Light Diesel 
bunker 
Heavy Diese 
Dbunkers 
Bunker 
bunker 


Jacksonville, Fla. 
h erosine ] 
No. 2 tuel 

Diesel oil, shore 
lants 


No. 6 fuel, ne 


NATIONAI 


—— 
sunker ©, 


bunkers 

Miami, Fla. 

Kerosine, No, | 

Diesel oi!, shore 

plants 

No. 6 fuel, no 

sulf. guar $2.73v 
do barges 2 70W 

Light Diesel 

bunkers $5 124 

Bunker C, 

bunkers $2.70V 

Minneapolis/St. Paul, Minn 
tange oil, No. 1..10 325W 

No. 2 fuel 

No. 5 fuel, high 

sulfur 

No. 6 fuel, high 

sulfur 7.9-8.7 

Mobile, Ala 

Kerosine, No. 1. .12.4-12.6 

No. 2 fuel 11.5-11.7 

Light Diesel, 

bunkers $4 448 

New Haven, Conn. 

Kerosine, No. 1. .10 6W 

No. 2 fuel 10.10 

Diese! oil, shore 

plants 10 5W 

No. 4 fuel $3 65¥v 

No. 6 fuel, no 

sulf. guar $2 20v 
do barges $2.77 

Light Diese! 

bunkers $41 50 

Bunker C, 

bunkers $2.77 


New Orleans, La. 
Kerosine, No. 1. .10W 
No. 2 fuel ‘ 
Diesel oil, shore 


> 
No. 6 fuel, no 
sulf. guar 
do barges 

Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers 
Bunker ( 
bunkers 


New York Harbor 
Kerosine, No. 1 
do barges 
No. 2 fuel 
do barges 
Diesel oil, shore 


No. 5 fuel 

do barges 
No. 6 fuel, no 
sulf. guar 

do barges 
No. 6 fuel, max 
1% sul 

do barges 
Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers 
Bunker C, 
bunkers 


Norfolk, Va. 
Kerosine, No 
No. 2 fuel 
Diese} oil, shore 
plants 
No. 6 fuel, no 
sulf. guar 

do barges 
Light Diesel 
Heavy Diesel, 
bunkers 
Junker ( 
bunkers 


Pensacola, Fla. 
» No. I 


Philadelphia, Pa. 
Kerosine, No 
do barges 
No. 2 fuel 
do barges 
Diesel oil, shore 
plants 
No. 4 fuel 
No. 5 fue 
No 6 fuel, no 
sulf. guar 
do barges 
No. 6 fuel, max 
sulf 
do barges 
Light Diesel 
bunkers 
Heavy Diesel, 
inkers 
sunker ( 


bunker 
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United States 
aliformia 
Wilmington, 31 gravity 
Texas 
West Texas sour, 36 gravity 
‘Mid-Continent 
Oklahoma sweet, 36 gravity 
Williston Basin 
Nerth Dakota, 36 gravity 
Pennsylvania 
Bradford, flat 
Canada 
Alberta 
Pembina, flat 
Venezuela 
Bachaquero heavy 
Middle East 
Persian Gulf, FOR Ras Tanura 
Arabian, 34 gravity 





Key Crude Oil Prices 


(As of Feb. 15) 


FOB Las Piedras, f 








Port Everglades, Fla 
Kerosine, No. 1. ..13 
No. 2 fuel 12 
Diesel o1!, shore 


Light Diesel 
bunkers 
Bunker C, 


Portland, Me 
Ke e, N 


inkers $2 
Providence, R. | 
Kerosine, N O04 
No. 2 fue 10.2 
I 


\ 


do barge 
No. 6 fuel, max 
1% aulf 

do barges 
Bunker C, 


Savannah, Ga 
Kerosine, No 
No. 2 fuel 
Diesel oil, shor 
planta 

N 5 


jo barae 
Light Diesel, 
buokers 
Bunker C, 


Tampa, Fla 
Kerosine, No 
No. 2 fuel 
Diese! oil, shore 
planta 


inker 


Toledo, Ohio 
nero 
Diese 


1 
‘o. I 


fue 
io. 6 f 
Wilmington, N. C 

Kerosine, No. 1. . If 


10 


v 
Vv 
v 


} 
Od 
$3.49 
$4.17V 
Okla. (Okla. shpt 


Okla. Group 3 ‘Northern shpt. 
42-44 w.w 

kerosine 5W-10.25v 
58 & above d 

Diese 75W-10 25 
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No. 2 fur 8 75W-9 125 
No. 6 fue $1 25V-1.40V 
N. Tex. (Tex. & New Mex. shpt. 
42-44 w.w 

kerosine 

58 & above d 

Diese 25V 
No. 6 fuel $1 75 0 

W. Tex. (Tex. & New Mex. shpt 
42-44 ww 

kerosine 

58 & above d.i 

Diesel 

No. 1 fuel 

No. 2 fuel 

No. 6 fuel 

E. Tex. (Truck transport lots 
42-44 ww. 

xerosine 

58 & above d 

Diese! 

No. 2 fuel 75 

No. 6 fuel $i 95-2.75 
Cent. W. Tex. (Truck transport lots 
42-44 ww 

kerosine 

58 & above d 

Diesel ’ 

No. 6 fuel $2 45 

Kansas (For Kans. destinations only 


f4w 
oW-10 75 


1 75VW-10 
25W-10¥ 
8750-9 5 

2 20v 

No. 6 $1.50¥-2 00V 

Ark. (For shpt. to Ark. & La 

{ 14ww 
erosine v 

sv 
iv 


v 
Vv 
$2 25 
s oy 
$1.90W 


Western Penna.—Bradford-Warrer 
Sixnmend 2W 25 


Oil City 

Kerosine 

0 cetane 

No. 2 fue 

No. 2 fue 

Pittsburgh 

Kerosine 

50 cetane Dr 

No. lf 

6-40 gravit 

Central Michigan 

Range oil, kero- 

sine 

P. W. distillate ‘ 

No. 2 fuel 13. 2-13.2 
U. G. 1. gas oil. . .11 

No. 5 fue 9.35-9.7 
No. 6 fuel 8 35-8.7 
Ohio Quotations for Sohio for delivery 
to Ohio points 

Kerosine 13.8 

No. | fuel 13.6 

No. 2 fuel 13.6 
California—Los Angeles Dist. 
Rack: 

Stove dist. 

P8 100 10. 5-12 


PROLEUM NEW 


Diese! fuel 
P3200 


kerosine 
Stove dist 
P8 100 
Diese! fuel 
P8 200 
Light fuel 
PS 300 
Heavy fuel 
PS 400 $ 
Tank Truck (400 gal or more 
40-43 ww 
keroaine 18.8 
Stove dist 
PS 100 
Diese! fuel 
PS 200 14 
San Francisco Dist 
Tank Car 
41-43 w.w 
kerosine 
Stove dist 
PS 100 
Diese! fuel 
I 200 

aht tuel 

Db 300 $ 
Heavy fuel 
PS 400 $2.95 
Tank Truck (400 gal. or more 
40-43 wiw 
Kerosine 19.3 
Stove diat 
PS 100 rt 
Diesel fue 
PS 2 14 
Pacific Coast 
Ships‘ bunkers, or deep tank «ot 
San Pedro, Calif 
Diesel —PS 200... $4 
Bunker C—PS 
400 
San Francieco, Calif 
Diesel PS 200.. $5 
Bunker ( PS 
100) $2 
Seattle, Wash. 
Diese PS 204 
Bunker C-——-PS 
100 
Mexico 
Ships’ bunkere; US dollars per bb! of 
169 liters 
Guaymas 
Diesel 
Bunker ( 
Manzanillo 
Diesel 
Bunker ( 
Minatitlan 
Bunker 
Salina Cruz 


lese 


Tampico 
Bunker ( 
Vera Cruz 
Bunker ¢ 


At most Atlantic Coast px 
some sellers for distillate 
commercial consul 
than prices showr 


Natural Gasoline 


Priceajare to blenders 


Mid-Continent manufactur g distr 
FOB Group 3 

Grade 26-70 

4.5 (Quotations 

FOB Breckenridge, Tex 

Grade 36-70 

4 (Quotations 


LP-Gas 


Producers contra 


Uiiabomsa 
sroup 3 
Baton Kouge 
Shreveport 
New Orleans » 6254 
Subject to Z 

a) 

(*) Truck transport posting 9.8¢ gu 
ess 0.26¢ g lis t 


jrecounté 4 


i freight basi 
shown; shipments may originate ANY 


Lubricating Oils 


Western Penna 


4 s Neutrals —N 
I 


200 vis. (180 at 100°) 420 to 425 flash 


150 vi 143 at 100°) 400 to 405 flas! 


Bright stock 
145 to 155 vis. at 210, No 


Cylinder stock 


”) flas 


Mid Continental 
I lulsa ' 
gt u 
aioe oO 10 
Bright Stuck — Convention 
) 


200 vis. | 


Bright Stock Solvent 
150 160 vis 
M10 p.p., 95 v 
Neutral Oils Conventiona 
60-85 vi 


Pale Ov 
86-110 vis 


My] 
4) v 
OO vis.) ,5 


Neutral Oils Solvents 95 v.1 


v 
v 
Cylinder Stock 
000 ar live 
re 
Gulf Coast 
~ ‘ t Hehn ! 
tinent grade crud 
export 
Bright Stock, vis. at 210 
150-160 vis 
0 p.t., 05 v 
Neutral Oils —Vis. at 100; 95 v.i.0-10pt 
OW ¥ v v 
) v 
0 v v 
“ v 
South Texas 
6. at 100° | 
eatic a 
Pale Olls 
100 via, } 


Red Oils 
OO via. N 


4000 


Aviation Gasoline 


Gulf Coast Cargoes 
jrade 115/145 
irade 110/130 
irade 91/06 
Houston, Tex 
jrade 100/140 


(Continued on next page) 








INERY AND TERMINAL PRICES 





(Continued) 

Grade 8# 

New Orleans, La. 
Grade 100/180 18 
Grade 91/96 17 
Grade 80 16 
New York, N. Y. 
Grade 100/130 
Grade 91 /9€ 18.55 


18.05 


Paraffin Wax 


in bulk 


20.05 


rade 60 


Western Penna. (t.¢ 
1-6 AMP white 

rude sea 6.25 

Atlantic Seaboard 

Melting ts are AMP, 3 


rices for 


New York Domestic 
124-30 white 
crude seale 8.6 
Fully refined 

123-133 

b5-145 

49-151 
New York Export 
124-30 white 

rude scale 
Fully Refined 

23-133 

35-145 


Petrolatums 


Western Penna 
Bbis: carloads; tank cars, 2.25¢ le 


te 8.625 


Lily white. 
Cream 

Soft yellow 
Light amber 
Amber 

Red 


Jet Fuel 


Gulf Coast Cargoes 
irade JP-4 10 


Naphthas & 


Solvents 


Baltimore, Md. 
Mineral spirits 
Boston, Mass. 
V.M. & P, 
tha 


New York Harber 
1M. & P. 
naphtha..... 
Mineral spirite 
Philadelphia, Pa. 
V.M, & P. 

naphtha. . 

Mineral spirits 
Providence, R. |. 
Mineral spirits. . .18 
FOB Group 3 
Stoddart solvent. .13.; 
Cleaners naphtha. 13 
V. M. & P. 


naphtha 
Mineral spirits 
Rubber solvent 
Lacquer diluent. 
Bensol diluent 125-15.625 
Western Penna. 

Oil City: 

Stoddard solvent. 


Pittsburgh: 


Stoddard solvent.. 18 














Taxes: NY‘ 
Discounts 
S00 gal ort 


Notes: Pre 


Para 


prices @ 
Mot 


NONE 


Mobiliga 


Gasoline 


Regular 


Dir 


on 


GASOLINE 


30 E. 40 St., 


N.Y.C. 


Gasone 


Tax TA 


T.W 


EV 8-4100 





*Mobil Kerosine 


Yard 








NPN Gasoline Index 


| dealer tant 
1 average 


estern Per 


oast 


Dealer T.W 


cent 


Tank Car 
per gal 








Mobilfuel 
*Diesel 
T.W ( T 


wr more 


} bulk terminals. 


Fluorescent color for 
solvent extracted and 
additive lube oils. 

. 


Petroleum Colors 


PATENT CHEMICALS, 
INCORPORATED 
Paterson 4, New Jersey 





New York 





Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


Boston 








NATIONAI 


Mobil 
Mobitheat Special 
*\No. 2 Fuel No.4 
Yard T.W. T.W 
14.4 
14.5 
14.4 
14.4 
1 
} 
$ 


1 
] 


Mobilfue 





HARTOL 


PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 


Maine to South Carolina 


630 FIFTH AVENUE, 
NEW YORK 20,N.Y. 
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Atlantic Refining imperial Ol} Sanat ene 


Atlantic Gasoline (Regular Kerosine & No. 2 Esso Furnace 
Dir. Cons. No. 1 Fuel Fuel Esso Gasoline oil 
: T.W. TW Taxes T.W. T.W. Regular Gasoline Kerosine No. 2 Fuel 
Philadel “pity 14.55 Dir. T.W. Taxes T.W. T.W 
+ 23 17.¢ 5.7 , 
22.2 17 { 7 


t 
’ 


Red Crown Gasoline 
Regular 
Dir Lons Gasoline Kerosine 


0.f w T.W Taxes T.W 


PENNSYLVANIA 
Heavy Fuels 
Zone 1 Zone 2 Taxe No. 5 


TANK WAGON PRICES 


Standard Furnace Oil Stanolex Fuel A 
100-3299 400 gal , 


Esso Standard oa 


Esso Gasoline )-174 34g 175-849 350 ga 
Regular Kerosine & g r gal 
Dir Con Gasoline No. 1 Fuel } 3 
T.W T.W Taxe T.W 
16.4 
ere apy 


counts: Ked 


Standard of Cal. 


Chevro 
Chevror Gasoline Diesel 
Regular Taxes Kerosine Fuel 
‘ » 0 / 4 
[ { 9 ( 18 8 4 
} ) 0 9 16 
Pho r 8.0 2.2 16.4 
Reno, N 2( 10 
Portland, Ore 
Seattle, Wash 
Spokane 
Tacoma 
ise, Idaho 
Salt Lake City, | 
fonolulu, T. H 
Fairbanks, Alaska 
Juneau 
* Standard No 
Taxes: Honolulu ‘ pr sox }¢ territorial tax; a 
lawalan groes) p te l to rese 2.5% to consumers 
Notes: I 


Heavy Fuels 
No. 4 Fi 


Washington, D. C. 1,050 gal 
Taxes: Louisiana ker 
Notes: Ke ne/) 
add I¢f 100-209 
Continued or ext page) 


fo Figure use our FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO 351 IN 1 10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request | 


DEGREE DAY SYSTEMS 39-30n 58th st. WOODSIDE 77, N. Y. TWining 8-6666 
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Ohio Standard 


Sohio X-Tane Gasoline 
Regular Grade 
Consumer 


T.W 


Reseller $.S 


Humble Oil 


Gasoline 
(Regular 
T.W. Ret 
168 21.8 8&0 


Kerosine 
Taxes T.W. Ret 
143 185 


Texas 
Dallas 
Fort 

Worth 
Houston 
San 

Antoniol6.4 2 1443 186 

Notes: T.W. prices are to al! classes o 
dealers & consumers. Kaso Extra tw 
prices 2.5¢ above regular; Golden EKaso 
Extra 2.5¢ above Keso Extra to contract 
lealere only 


80 
8.0 


163 218 
16.2 21.7 


3 18.5 


14 
1443 185 


9 8&0 


No.1 
Sohio- 
Heat* 

16 
16 


No. 2 
Sohio- 
Heat 


Kerosine 
owe” 


Gasoline 


Taxe 


Kentucky Standard 


Kero- 
sine 
T.W 


16.8 


Crown Gaso- 
Gasoline tine 
T.W Taxes 
Atlanta, (ia 16.4 95 
Birmingham, 


Ala 16 8 


11.0 l 
Jackson, Miss. 17.0 10.0 16.6 
Jacksonville 

Fla 10.0 17.0 
Ky 7 10.0 16.7 

Taxes: Birmingham gasoline taxes in 
lude 1¢ Jefferson County tax. Kerosine 
taxes not included in prices: Georgia 1¢ 
Mississippi, 0.5¢ 


Louiaville 





Continental Oil 


(N.8. Prices are Centinental’s tank 
wagon prices. Current selling prices may 
vary frem those shewn because of lecal 
conditions 
Conoco 
Gasoline Gaso- 
T line 
Taxes 


Kero- 
sine 
T.W 


Regular 


17 
17 


e taxes inclu 
iquerque & Roswe 


enne & Ca 


Discounts: Salt Lake 
Zasoline prices apply for 
than 200 gal; 200-399 ga 
400 gal & over, deduct l¢ 


Notes: Premium-grad 
regular, except 


im grade +.0¢ 


above 
pren 


Texas Company 


Fire Chief 

Gasoline 

(Regular) Gase- Kerosine 
Dealer line Dealer 
T.W. Taxes T.W 


14 
14 
14.3 
14 
14 


1m 


lo 


Dallas, Tex 16 
Ft. Worth 
Wichita Falls. 


Amarillo 


x 


16.3 
16.5 


16.5 


x 


x 


Tyler 
El Paso 18 
14 
14 
4 
14 
14.4 


San Angelo 
Waco 
Austin 
Houston 16.2 
16 


16 


San Antonio 
Port Arthur 


co 00 08 @ OO GO Oo x 


Notes: T.W. prices are for min. 60-gal 
deliveries; they apply to dealers & oon 
prices 3.5¢ 


Paso, 2.7¢ 


sumers. Premium-grade t.w 


above regular, except EF 


higher 


Gasoline Markets 











Gasoline Consumption by States, October 1957 


! islaha 
Maine 

Mar 
Ma 


| 
land 
aChuse 


Michiga 


Minnesota 


American Petroleum Institute Figures 
Month of 
Oct. 1957 
Gallons 


Tax Ratet 
Oct. 1957 
Cents 


Sept. 1957 
Gallons 


O00 
000 
000 
000 
5, O00 


R68 
185 
104 


817 


3 000 
OOU 
000 
000 
OOO 


000 
OU 
000 
000 
5, 000 


GRR 
544 
641 
812,000 
$22, O00 
O00 
000 
000 


618 
566 
909 


000 
000 
O00 
OOU 
OOO 


658 
O07 
574 
837 
550 


Ooo 
O00 
000 
O00 
O00 


on2 

235 
162, 

973 


269 
154 
570 


1 


000 
000 
000 
OOo 


628 


000 
000 
5, 000 
O00 
000 


OOO 
51,000 
OOO 
ooo 


625 
2D 


O00 
OOO 
000 
000 
O00 


000 
O00 


7, OOO 


706 
593 
621 
418 
116 


879 
440 
659 
97 
713 
625 
003 
162 
$6 


23,099 


932 
059 
688 
069 
552 
226 
666 
5, 512 


000 
OOoU 


O00 
000 
OOO 
000 
000 


000 
000 
000 
000 
000 


000 
000 
000 
000 
O00 


000 
000 
000 
000 
000 


000 
QO0 
000 
000 


, OOO 


O00 
O00 


, 000 


UOU 


O00 


5, 000 


O00 


Oo0u 
O00 
000 


Oct. 1956 
Gallons 


) 


904,000 
195, 000 
757,000 
284,000 
735,000 


433, 000 
129,000 


7,270,000 


749,000 
971,000 


693, 000 


S34, O00 
5945, 000 
819,000 
030,000 


412,000 
802, 000 


7,243,000 


383, 000 
926, 000 


311,000 
961, 000 
805,000 
590, 000 
476,000 


9,569, 000 


506 , 000 
, 296, 000 
953, 000 
891,000 


}, 567,000 
5,820,000 


948 , 000 
244,000 


208 , 000 
154,000 
901,000 


761 
346 
457 
4,573 


563 


605 
153 
164 
1,390 
993 
223 
2,438 
1,450 
905 


870, 


"97 
cd 


756, 
266, 


704 
1,105 


2,157 
1,056 
511 
1.377 
250 


490 
115 
167 
1,543 


352 


3,288 
1,116 

276 
2,621 


540 
2,593 
202 


10 Months Ending With 
Oct. 1957 
Gallons 


924,000 
515, 000 
433,000 
671, 000 
149, 000 


749, 000 
815,000 
745,000 
, 842,000 
, 005 , 000 


640, 000 
193, 000 
551, 000 
, 590, 000 
755, 000 


926, 000 
589, 000 


391, 000 
, 028, 000 


, 985, 000 
320, 000 
, 259, 000 
602, 000 
, 806, 000 


264, 000 
857 , 000 
315,000 
, 267,000 
894, 000 


918, 000 
638, 000 
, 401,000 
484,000 


973,000 
560, 000 
331,000 


594,000 
762,000 


85,029,000 
390, 125, 000 
27,548, 000 
11,299, 000 
105, 269, 000 


NATIONAI 


564, 102,000 
284, 182, 000 


890, 247,000 
3,697,304, 000 
266, 154,000 
105, 162, 000 


1,041 


PETROLEUM 


$27,000 


NEWS 


Oct. 1956 
Gallons 


444.000 
021,000 
991,000 
213, 000 
179,000 


958,000 
922,000 
392, 000 
101, 000 
245,000 


131,000 
448, 000 


2,000 
464, 000 


987.000 
928, 000 
2,962,000 
753,000 
630, 000 


229, 000 
. 478, 000 
925, 000 
5,214,000 
068, 000 


433,000 
222,000 
984.000 
972,000 
518,000 


407,000 
391,000 
, 668 , 000 
604, 000 


493,000 
276,000 
603, 000 
53,378,000 
459, 000 


549, 000 
225,000 
956, 000 
288,000 
000, 128,000 


March, 1958 




















— 
American Petroleum Institute Figure 
Tax Rate Month of 10 Months Ending With 
Oct. 1957 Sept. 1957 Oct. 1957 Oct. 1956 Oct. 1957 Oct. 1956 
Cents Gallons Gallons Gallons Gallons Gallons (N 
i 
r a 
tn 
Da 
ra x“ 
P . | 
id { 
Gasoline Prices for 55 U. S. Cities 6.10 = 
lana nd i ( 
Jealer tank i ind reta for re ar-grad ind) ga e, and Ch l 
AH re entative | t ebruary 1, 1958 a National Petroleu 1-13 
kee ‘ ; > neve Milwaukee, W 18.00 Lu j 
ndicate r fuel taxe vied a t Cit M 1 
Service Tax Service r D 1h 70 yw) 
Dir. T.W Station incl. 3¢ Station aha, Ne 6.40 (0 » Pe 
ex tax ex tax federal incl. tax Des Moines, la if ) ) ) au 
rage 15.94 1-21.14 i- 8.88 1-30.02 t. 1 Mo 1-10.90 1-15.40 ) 
Portland. Me 4 40 18.9 0.00 28 90 Wichita, Kane 15. Nt I A nw) = 
Manchester, N. H 1 60 18.00 1.00 7 90 tu : wel. 40 ( 
Burlington, Vt 8.10 24.4 1.50 3. 90 Little Roek, Art ae a s 
Boston, Ma d- 8.90 1-13.4 50 1-21.90 oe ; nah o> 
Providence, R d- 8.40 1-12.9 7 00 19 90 alas, be) I-15 OF 1-20 00 % OM 1-28 
lartford d-10. 40 1-14 1 00 1-23.90 * rie . ys 
Buffal 1 16.40 2.7 00 9 70 A ra a . 5 ne 2. th .o tp) 
New York, N. } 16.30 +f 00 1.60 
Newark, N. J 14.40 18 00 25 W nf 
Philadelphia, Pa d-10.90 d-14. s 00 1-22 \ ba 
Wilming De 16.60 17.9 5 00 25.90 a 7a 
Baltimore, Md 16.00 1.9 00 0.90 a Se Sate €%2 . 
Washington, D. 168.80 22 90 ) 00 1.90 At Lake ‘ os hb . +4 >. ’ 
W.Va d-16 40 d-22. % 00 1-31 4 rs 
Norfolk i 16.00 1-21.90 + 00 10.90 , ; > 
r N ( 40 d-! 0 j ( 
“ 40 2 ”) ) 
4 1 20 d-19 4 0) 1-28 4 : ' 
J I 16.60 i-21 00 ! 
Kirn \ 90 0) ) 1 ) 
} 10 
{ , 0.40 1-1 ”) ¢ ¢ 
I ” d ) 
in” 
WHY DO OIL MARKETERS 
READ NPN*? This Is Your 
: 
Market Place 
Write today for Advertising 
Space Rates 
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330 West 42nd St., | 
New York 36, N. Y. 
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AND BRIGHT STOCKS 
@ MULTI-PURPOSE OILS 
@ CYLINDER STOCKS 
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OVER 100 MILLION GALLONS OF FUEL 
PUMPED without work stoppage ! 








MARLOWS Set 5-Year Service-Free Record 


The Portage Oil Corporation of 
South Bend, Indiana, is a multiple 
operation. They sell to bulk 
plants, handle and sell gasoline 
at their own filling stations and 
deliver fuel to home-owners and 
industrial plants. In the summer, 
several trucks are kept on the 
road selling fertilizers and insec- 
ticides. They also operate a truck 
for spreading oil on dirt roads 
The complexity of their business 
necessitates the handling of nine 
products which include #1 and 
#2 fuel oil, regular gasoline, ethyl! 
gasoline, methyl alcohol, perma- 
nent antifreeze and several sol 
vents. All products are stored in 
above-ground tanks 

Back in 1952, Portage Oil Cor- 
poration had Coffield Supply Co. 
install 8 Marlow, self-priming 


Marlow 


DIVISION OF 


BELL & GOSSETT CO. 


4 


centrifugal pumps at their bulk 
plant, to increase capacity and 
cut loading time. Two horizontal 
Model 32. HELP-9 pumps are 
used for unloading and stripping 
transports at 220 G.P.M., while 
six compact Model 20 EVP-9, ver- 
tical pumps serve the loading 
racks at 100 G.P.M. Once_ in- 
stalled, these units have been in 
daily service without work stop- 
page, pumping over 100 million 
gallons of petroleum products 
with original factory efficiency 

If you have a petroleum product 
handling problem, look to Mar- 
low for the answer. Marlow builds 
a complete line of pumps for bulk 
plants, delivery trucks and trans 
ports. Write for a copy of Bulletin 
PM-06 and the name of your 
Marlow dealer 


Midland Park, New Jersey 


Longview, Texas 


° Morton Grove, Illinois 





Portage uses six space saving Marlow vertical, 
self-priming pumps on loading rack service. 
Loading can be accomplished at 100 G.P.M. 


a AS Ae { 


Ma 


Two Model 32 HELP-9 Marlow self-priming 
pumps are used for unloading transports at 
capacities up to 220 G.P.M. 
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Ray Goodykoontz Miller Bohmer Diffey 


Here's Essos New Sales Lineup 


B. L. Ray is now spending full time as functional staff setup that puts new Alex A. Diffey 
vice president in charge of Esso’s mar- emphasis on retail sales, industrial enlarged marketing 
keting operations. He was formerly sales and operations 


is manager ol 
costs and ope! 
tions department. Ditfey was manager 
contact director for marketing and J. A. Miller holds the new post of of the North Carolina division, and 
several other headquarters units. Ray retail sales manager. He was general one-time assistant manager of tl 
is also an Esso director and executive manager of marketing southern region 
committee member. Charles W. Bohmer, Jr., is now in Esso says the three new manag 
Robert O. Goodykoontz continues dustrial sales manager, a new post. He will coordinate most of its headquar 
as assistant general manager of mar- was northern region sales manager ters staff divisions. Among those that 
keting, reporting to Ray. He’s held and one-time merchandising _ sales sull report directly to Goodykoont 
that post since early in 1956 manager. He began his career as a ire: reseller sales, advertising, ¢ 
Esso has eliminated its regional or- chemical engineer with Esso Research nomic and marketing 


ganization structure and introduced a and Engineering credit 


I earch 


coordination, 





elected vice president. T. H. Alben- Stanley D. Breitweiser, marketi 
esius, Jr., Coastal Terminals Inc vice president of D-X Sunray Oil C« 
North Carleston, was re-elected treas has been elected to the board of d 
urer. New directors are: R. D. Kee- rectors. I. H. Hughes, vice president 
nan, Shiney Oil Co., Columbia, and of the parent Sunray Mid-Continent 
A. Ramseur, Ramseur Oil Co has been named a vice president for 
Anderson. John C,. Linning of Green D-X Sunray and will manage admin 
wood and John H. White and Van istrative functions tor both com 
Ort Thornhill, both of Charleston panies 
were re-elected directors 
* Jerry Ball went swinging over I: 
Swan Cruikshank W. K. McCulloch has been named dependence Square in Charlotte, N. ¢ 
assistant to the vice president in charge recently for the seventh year in a row 


of sales at Ethyl Corp. It is a new He was hoisted up to a piano high 
Iwo other new Esso appointments 


are Harold T. Cruikshank, Jr., named 
manager of service station develop- 
ment (a new post), and Donald O. 
Swan, named manager of specialty 
sales. For the past year, Cruikshank 


post involving the planning and de over the square where, despite tem 
velopment of future sales programs peratures in the 20's, he took off his 
for existing as well as potential new vioves for his day-long piano-play! 
products and the coordination of long tint. Ball, public relations man for 
range sales planning with other Esso Standard Oi} Co. at Charlott 


departments of the company has become a featur of the M 
has been acting assistant operations e yf Dimes drive Regu 


manager in New York. Before that wW 
he was merchandising manager for the 
New Jersey sales division. 


L. Berry, secretary of the Mil per—keep him bus ind h 
ler Oil Co has been elected presi ihout S$1LO0.000 to the kitt 
dent of the Maumee Valley Petrol vears 
e cum Club, Toledo, Ohio. Other offi e 

W. G. DesChamps, Jr., Bishopville cers are: W. E. Spetz, Gulf Oil Corp Dunson Dunaway, former senu 
Petroleum Co., Shell jobbership in vice president; R. D. Metzger, Amco district representative of the south 
Bishopville, moves up from vice pres- Corp.; secretary-treasurer, and J. H. eastern Oil Information Committ 
ident to president of the South Caro- Cameron, Sun Oil Co., assistant sec has formed his own company, Dun 
lina Oil Jobbers Assn. John C. Len- retary-treasurer. Directors are F. C. way Associates It 
ning of Petroleum Products Corp., Weiss, H. H. Dronberger, C. G. Bitt- management service for servic 
Amoco jobbership in Greenwood, was ner, W. J. Fry and E. G. Vorwerk. tion deal ind is affilated with 
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Positive Self-priming 


Cedar Falls, lowa, U.S.A. 
Offices and Distributors in Principal Cities 


handle a variety of 


products ECONOMICALLY 


BULK 


vith VIKING PLANT PUMPS 


Like the progressive, midwest oil company 
using the nine 200 G.P.M. Viking Pumps shown 
above, you too can handle at low cost every 
liquid from gasoline, fuel oils and solvents 

to kerosene and diesel fuel. 

These all-weather Viking units, installed 
outdoors, load and unload all of these 

products to and from bulk storage tanks . 
without vapor lock troubles or slow, 

uncertain priming. 

You can always depend upon fast, positive 
delivery with Viking rotary pumps. Choose 

the pumps to meet your needs from the complete 
Viking line, ranging from 23 to 1050 G.P.M. 


Ask for catalog Br, Cr and Gr. 


VIKING PUMP COMPANY 


In Canada, it’s "ROTO-KING” pumps 


See Your Classified Telephone Directory 
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E. K. Williams Co., Serv-A-Station 
business management specialists. J. H. 
Francis, Jr., a member of the OIC 
southeastern staff for two years 
succeeds Dunaway. 


Keith Kocher of the Kocher Oi! 
Co., Texaco jobbership in Clay Cen- 
ter, is the new president of the Kan 
sas Oil Men’s Assn. Kean Spencer, 
Spencer Oil Co., El Dorado jobber- 
ship in Oakley, is the new vice presi 
dent. Two new directors were elected 
Paul Maxwell, Southwest Gas & 
Equipment Co., Liberal, and Hap 


| Gunther, Schiereck Service, Dighton 


Burton W. Pickard, president ot 
California Oil Co., Perth Amboy, 
N. J., has been elected New York- 
New Jersey district chairman of the 
Oil Information Committee. Bronce 
L. Ray, vice president of Esso Stand- 
dard Oil Co., is district vice chairman 


Ogden Babson has joined the North 
Carolina Oil Jobbers Assn. as admin- 
istrative assistant to the executive 
secretary. He is a recent graduate of 
East Carolina College in Greenville, 
Pee. A 


Dyer Kimball 


James E. Dyer, president of Sinclair 
Refining Co. since 1954, relinquishes 
the position to become vice chairman 
of the board of directors of Sinclair 
Oil Corp., the parent company. He 
has been a vice president of Sinclair 
Oil since 1951 and a director since 
1952. Thomas B. Kimball, formerly 
executive vice president and directo! 
of manufacturing of Sinclair Refining, 
moves up to succeed Dyer. James A. 
Ahearn, formerly vice president and 
executive assistant to the president, 
Sinclair Refining, is the new execu- 
tive vice president. Prior to his most 
recent job, he served as vice president 
and director of supply and distribution 
from 1952-57. Before that he was 
assistant to the marketing vice 
president. 
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Mitchell: In the oil tradition 


J. H. MITCHELL JR., new president 
ot the Kentucky Petroleum Marketers 
Association, lives in the tradition of 
oil marketing leadership. 

His father, an old-time Kentucky 
ol man, is still active in his own 
jobbership in Glascow, Ky., and is 
a partner in his son’s firm, the Union 
Oil Co. of Elizabethtown 

The younger Mitchell graduated 
trom The Citadel in 1941, just as 
World War II broke. He saw four 
years Of service with the Air Force 
in the Materiel Command. 

When the war ended, he returned 
to Kentucky and the oil business. He 
married the former Jean Friel of 


of Portsmouth, 
have three 
and Phillip 
town home. 


Ohio. The couple 
children—Barbara, Joe 
filling up their Elizabeth- 


Mitchell’s firm supplies 18 service 
Stations, has a thriving TBA line, and 
a solid fuel oil business, both com- 
mercial and domestic. Between busi 
ness and family, Mitchell finds little 
for hobbies: “I just work all the time,” 
he says. 

Indications are that Mitchell will 
be busier than ever as president of 
the lively KPMA group. He says he 
intends to carry on “in the tradition 
of my fine predecessors.” Blue grass 
oilmen say that’s almost a full-time 
job in itself. 

Other KPMA 
at its January meeting in Louisville 
include James D. Campbell, Capital 
City Oil Co., Frankfort, first vice 
president; George Haydon, Haydon 
Oil Co., Springfield, second vice 
president. Herbert L. Clay of Louis 
ville was 


officers elected by 


re-elected association 
secretary-treasurer. 

Re-elected to the board of directors 
were C, J. Bolton, Ashland; C. B. 
Compton, Louisville; G. D. Givens, 
Henderson; C. K. A. MecGauhey, 
Richmond; and E. M. Bailey, Paducah 
New directors are J. R. Richey, Glas 
cow, and R. E. Coe, Cynthiana, re 
uring KPMA president. Coe was also 
named chairman of — the 
division. 


iObber 


Meet Imperial’s Rugged Individualist 


WILLIAM L. HASSETT, president of 
Imperial Refineries Corp., St. Louis, 
began his oil career working on a bull 
gang tor the old Imperial Refining Co 
He was a ditch digger, pipe fitter, then 
laboratory technician and still man. (“I 
used to be able to run a refinery”) 

Today, he runs a highly successful, 
almost unknown private brand mar- 
keting company (see page 95) 

Even among private branders, Bill 
Hassett stands out as a rugged in- 
dividualist. He declined to join the 
new private brand association, despite 
repeated invitations. He’s well-liked 
and respected by competitors who 
know him. 

He’s modest, softspoken, not much 
of a participant in industry affairs, and 
shy of publicity (he asked NPN’s re- 
porter not to take his picture) 

However, he has firm and colorful 
opinions on marketing conditions. 
Samples: “If everybody would stop 
building stations for five years and 


close up some of those outlets doing 
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+.000-5,000 gal. a month, that'd help 
the situation You can put a sta 
tion in a graveyard and it'll still sell 
something.” 

On the job, he’s a hard worker—re 
ports he used to drive 30,000 miles a 
vear to visit his stations 

Off the job, he’s a firm believer in 
hobbies and male companionship 
(“outside of business friends’). He 
loves hunting (collects guns), fishing 
and golf. (He has a 12-handicap and 
is proud of a 79 shot last summer. ) 

He’s a moderate drinker, likes poker 
and works around the yard regularly 
because “a man ought to sweat a littl 
physically, every day.” 

Hassett 
sports version, with 375 hp (“It’s got 


drives a Chrvsler “300 


too much power, shakes the body”) 

He’s married, 53 years old, has two 
grown children and a grandson. His 
son, Bill, Jr., 
attendant at Imperial stations during 
the summer months. Hassett hope 
he'll enter the business 


who’s 18, works as an 
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Kuether 


Vany trons in the fire 


JOHN KUETHER, 


jobber tor over 30 


Pure Oil Co 
years, Is new 
president of Northwest Petroleum 
Assn 

Busy Man 
at Mille Lacs Onl Co. in 
Minn., 
and farm accounts in a town of 2,000 
Since 1931 he has been 
Main Oil Co., 
Pure jobbership in nearby Princeton, 
Phere Kuethe! 


three more service 


Kuether is top hand 
Milaca 
serving four service stations 
population 
the boss at another 
a town of about 2,200 
is in charge of 
stations and more farm accounts 

At one time, he owned Home Oil 


Co., another Pure jobbership in 


’ 


Onamia, about 23 miles from Milaca 
but sold it in the *30s 

logether the gasoline and heating 
oil gallonage of Mille Lacs Oil and 
Main Oil adds up to 1.5-million gal 

As if this isn’t enough, Kuether also 
has an interest in an oil transporting 
operation with offices in St. Paul. And 
there’s nary a son in the family to 
help out. His only child is a daughter 
who will shortly become a_ school 
teacher 

Recreation—Kuether likes to 
attention to business, but he like 
relax now and then, too. This 
cludes weekly bowling competition 
he’s played with the same group t 
9 years—pheasant hunting, and 
vhich he took up recently 

As a bowler Kuether has still to 
et the perfect score He’s been close 
once, he says [he night I rolled 
90) As a golfer, he isn’t bragging 
He’s still too ne 
it. but admits he has his good 


bout his score 


mn the fairway and his bad on 
When he voes tor his daily bag 
three pheasants, Kuether tot a 6 
rave Remington. His 
used to be a smaller .21 gage But 


favorite gun 


| began to miss too many birds with 


smaller gun. | guess my aim nt 

















The Modern Packaging Line 
starts with the choice of the Filler! 


secs, yg GTREMERE  BERER 


Py 
« 


.. and your best choice 2 a HORIX! 


The filler is without a doubt the most important machine in 
the line. It alone handles both bulk product and container . 
and how it does this very often spells the difference between profit 
and loss. 





Horix gravity fillers are noted for their ability to handle any 
liquid or semi-liquid without loss or contamination; and any size 
or shape container without damage ... this at top speeds with 
extreme accuracy of fill. 

The model illustrated (HFS-20) is the latest addition to the 
Horix full line of fine can and bottle fillers. It is shown filling 
anti-freeze into sanitary gallons at: 150 per minute, the fastest 
speed in the industry for this type container. This size filler also 
available for filling of ‘“F’”’ style cans. 





VISIT HORIX BOOTH NO. 618— PACKAGING MACHINERY 
AND MATERIALS EXHIBIT— ATLANTIC CITY — MARCH 25-28 











JUST OFF THE PRESS—This new catalog describes Horix’s full line of 

automatic, semi-automatic and hand operated fillers. It includes modern 

machinery for the small plant and for highest speed production lines. 
Write for catalog No. 581-E 


mi @l~ oP 


MANUFACTURING CO.: PITTSBURGH 4, PA 


(Continued from page 195) 

as good as it used to be,” he says. 
And when he brings home his pheas- 
ants, there’s no special preparation. 
“Cm no gourmet or epicure,” he 
says, “I like to eat it just as I would 
any other fowl.” 

Others elected by the Northwest 
Petroleure Assn. are Craig Shaver of 
Dickey & Sbaver Oil Co., Wayzata, 
Minn., and Al Saunders, Forman Oil 
Co., Forman, N. D., vice presidents; 
and Ed Kopplin, Kopplin Oil Co., 
Litchfield, Minn. as treasurer. 

New members of the board are: 
Duane Mutch, Kempton Oil Co., 
Kempton, N. D.; Thor Holtey, Ap- 
pleton Oil Co., Appleton, Minn.; Joe 
Bussard, New Brighton Gas Port, 
New Brighton, Minn.; Ed Jacobsen, 
Jacobsen Oil Co., Wadena, Minn., and 
Earl Sullivan, Sullivan Ojl Co., 
Duluth, Minn. 


Sullender Erwin 


American Oil Co. has named W. 
A. Sullender manager of operations in 
the marketing department and William 
EK. Erwin manager of terminals, Sul- 
lender moves up from assistant man- 
ager of operations to succeed James 
de Gaudenzi, who has retired. Erwin 
moves up from = assistant manager, 
terminals, to succeed M. J. Farr, also 
retired. 

* 


Paul M. Milburn is the new farm 
sales representative for Cities Service 
Oil Co. (Del.) in the Oklahoma divi- 
sion. Joseph A, Shephard is LP-Gas 
representative in the Kansas division, 
and Jack Cardwell is sales represen- 
tative at St. Louis. 


Robert H. Patterson, manager of 
the Huron, S. D., sales district of 
Standard Oil Co. (Indiana), has re- 
tired after more than 35_ years’ 
service. Winford C. Peterson, sales 
promotion and advertising manager of 
the southern region at St. Louis, Mo., 
succeeds Patterson. Clarence’ L. 
LaCasse, merchandise manager- 
consumer of the southern region, 
succeeds Peterson, 
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m= NEW QUICK REFERENCE 





nee, 


Mrs. Fleenor Fleenor 


THIS South Carolina husband-wife business for some 15 years. McCull 
jobber team both received API pub ough, which they bought in 1954, has 
lic relations awards recently. E. B. grown to. where they expect gross 
Fleenor, president of McCullough Oil income in excess of $700,000 at the 
Co., received the gold award tor his end of the fiscal year 


work as Greenville county OIC chair- When not busy with his oil busi QUICK COUPLING 
man. Mrs. Fleenor, active as vice ness and public relations work, Flee ASSEMBLIES 


president and secretary of the Rich- nor is active in the Chamber of Com- for hose and pipe 
field and Mobil gasoline jobbership, merce, the Kiwanis Club, the Amer Pip 


received the silver award for activi can Chemical Society and the Amer- You'll want to keep this excellent, prac- 
ties which included the organization ican Society of Textile Chemists and tical working Catalog close at hand. 
and chairmanship of OIC’s women’s Colorists. Mrs. Fleenor devotes het Lots of illustrations clearly show the 
division in Greenville county time to their two children and to ai yp mg ap gt J ~~ 
PRS Sgnes Se Sy tne oe ee a senietinn and sizing ae pare 
specials for unique applications and 
factual information will help you in 
planning, selection and determining in- 
Elroy “Crazy- William Boyd, Jr.. former met stallation 
legs” Hirsch, star chandising and sales promotion mana Just write us on your letterhead and 
Los Angeles Ram ger for Gulf Oil Corp., now heads it’s yours! 
end, is the new j William Boyd, Jr. & Associates, new Your fluids handling may well be im- 
sports director management consultant firm head proved with OPW KAMLOKS. 


for Union Oil Co. quartered in Pittsburgh, Pa 
of California, suc- ‘4 ILD Fastest, Safest, 


ceeding Bob > | an Surest Coupling Known! 





: Estes, Diego district 
Richards who has £ 
red to d t sales manager for Standard Oil Co 
resigned to devote . 


nor tim to of California, has been named chair 
more e re 

man of the San Diego Chamber of 
church work. As £ 


Hirsch ; a 
Commerce’s 1958 industrial develop No 
sports director, 634 B 


ge ment committee. 
Crazylegs’ biggest job will be host on 
Union’s “76 Sports Club” television ” 


show. He will also guide and _ partici- A new West Coast District Oil In- 
pate in the extensive Union Oil youth formation Committee has been formed 
program. He won his nickname in to head the activities of local com 
1942 when he was named All-Amer- mittees now operating in Arizona 
ican while playing for the University California, Nevada, Oregon and 
of Wisconsin. Washington. Chairman is W. G. King, 


. Jr., marketing vice president, Rich 
William M. Grass, former assistant field Oil Corp. Selwyn Eddy, 





vice 
lidewater Oil Co.’s eastern division president of west coast marketing di! 
marketing manager, is now assistant vision for Shell Oil Co. is executive 
purchasing agent for the division. He vice chairman. Functional vic CORPOR: ATION 
succeeds William C. Sander, recently men are: T. L. Wark, divisio 
retired eral manager, Tidewater Oil 





ERA 
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(Continued from page 197) 
B. KF. Ball, 
marketing vice president, General Pe- 
for speakers-films; R. 
I. Kenney, assistant public relations 
director, The Texas Co., for press- 
radio-tv; H. G. Vesper, marketing 
vice president, Standard Oil Co. of 
California, Western Operations, Inc., 
for education program; N. D. Taylor, 
secretary, Hancock Oil Co., for wom- 
en’s activities, and B. E. Devere, 
president, Pathfinder Petroleum Co., 
for dealer participation 

Other members are: FE. W. Allen, 


ndustry = participation 


troleum Corp., 


—that’s what this poppet 


Wilshire Oil Co. of California; J. S. 
Bell, Humble Oil & Refining Co.; 
J. F. Bly, General Petroleum; L. A. 
Cranson, Honolulu Oil Corp.; W. B. 
Curtis, Genera] Petroleum; S. H. 
Durkee, Superior Oil Co.; G. D. 
Gavin, Tidewater; R. J. Irvin, Sea- 
side Oil Co.; D. S. Johnston, Signal 
Oil & Gas Co.; O. Lane, Continental 
Oil Co.; I. G. Morgan, Texaco; S. Z. 
Natcher, Standard Oil Co. of Cali- 
fornia; F. R. Schmieder, Shell; J. H. 
Sembower, Shell; M. J. Shaffer, Rich- 
fied; D J. Smith, Tidewater, and 
I. H. Wallace, Western Gulf Oil Co 


foolproof 
valve 
performance 


means to you! 


In gasoline retailing, profitable operation calls 
for fast, efficient handling of fuel without in- 


terruption. That’s possible only with aid of 
perfectly functioning valves. Be sure! Rely on 


the famous Tokheim poppet. It’s five 


better. 


@ All working parts are cadmium plated or 


stainless steel 
@ Rounded seat prevents valve sticking, 
dirt collecting 


@ Quick-acting, light tension (6 0z.) spring 


@ Equipped with hook for easy removal of 
poppet without disturbing pipes 


@ Won't stick, won't leak, won't impede flow 


ways 


Also, this poppet is twice tested against leak- 


age at the factory—use-tested and proved in 
thousands of installations. Check your valve 
requirements. Call your Tokheim representa- 


tive for full information, 


Horizontal Check Valves 


General Products Division 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


1650 Wabash Avenue SINCE 1901 


Fort Wayne 1, Indiana 





Subsidiaries 


Tokheim N_V., Leiden, Holland GenPro, Inc., Shelbyville, Ind 


Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, 205 Yonge St., Toroite i] 


NATIONAL 


M. A. Schneider has been named 
executive vice president and general 
manager of Pure Fuel Oil Co., Chi 
cago area subsidiary of Pure Oil Co 
He has been vice president since 1954 


R. F. Bolton has been named 
manager of the newly formed LP-gas 
sales department of Riffe Petroleum 
Co., Tulsa, Okla 


J. W. Richards, president of Col- 
umbia_ Specialty Co., Washington, 
D. C., has sold his fuel oil and burner 
service operations to Sinclair Refining 
Co. The company will continue to 
manufacture and install gas-fired and 
oil-fired furnaces, plus residential air- 
condition units 


John L. Mat- 
thewman ot 
White Fuel Corp., 
South Boston, has 
taken over the 
presidency of In- 
dependent Oi! 
Men’s Assn. of 
New England. He 
succeeds Robert 
L. Crawford ot 
Pacific Oil Co., 
Fall River. 

Vice presidents include Carl W. 
Blanchard of Wyatt, Inc., New Haven, 
Conn.; John J. Gill of Petroleum Heat 
& Power Co. of Rhode Island; Au- 
gustus L. Dwelley of Automatic Heat 
ing Corp., Boston; Richard L. Gard- 
ner, General Heat & Appliance Co., 
Boston; Thomas J. Scott, Buckley & 
Scott, Watertown; and James W. Scan- 
lan, Pennsylvania Oil Co., Somerville 

Robert W. Fawcett of Robert Faw- 
cett & Sons Co., Cambridge, is treas- 
urer. William J. Bursaw of Bursaw 
Oil Corp., Salem, is secretary. 


Matthewman 


New board members include Ellis 
Robertson of Cheshire Oil Co., Keene, 
N. H.; Lester R. Godwin of General 
Oil Co., Medtord; Dudley F. Blanch- 
ard of Wyatt, New Haven, and Wil- 
fred H. Hall, Pocahontas Fuel Co., 
Salem 


Donald J. Fox, manager of the 
asphalt department at Derby Refining 
Co. Wichita, Kan., joins Lion Oil Co. 
division of Monsanto Chemical Co 
on Feb. 15. He will replace Robert 
EK. Witt as manager of asphalt sales 
Witt, who has been with Lion for 23 
vears, will remain as a consultant for 
a short time and then enter private 
business in El Dorado 
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Donald R. Reese, former manage! 
of LPG purchases and exchanges fo 
Phillips Petroleum Co. at Bartlesville, 
Okla., has joined Lion Oil Co. as 
manager of LPG sales and distribu- 
tion. He will be headquartered in El 
Dorado 

e 


Douglas C. Bauer joins his father, 
Clarence E. Bauer in managing Oil 
Terminals Co., Louisville, Ky., afte 
serving a 19-month hitch in the U.S 
Navy. Two other sons, Clarence R. 
and James E. Bauer, are inactive 
partners in the firm. The elder Bauer 
is a veteran of 35 years of oil mar- 
keting in Kentucky and is the forme! 
owner of National Oil Co., a Louis- 
ville jobbership sold to Continental Oil 
Co. Six years ago 


Harry A. Dennis is new manager 
of the Grand Rapids, Mich., sales 
district for Sun Oil Co. Former man 
ager of the motor products depart- 
ment at River Rouge, Dennis suc- 
ceeds R. K. Burgie, recently named 
manager of the Toledo, Ohio, sales 
district. 


M. H. (Bud) Robineau, president 
of Frontier Refining Co., Denver, 
Col., and Wally Norton, service sta- 
tion training manager. appeared on a 
network television show. “End of the 
Rainbow.” Each said a few words 
about Floyd Maple. Frontier dealer 


who was being honored (see page 1) 
e 


The Texas Co., established five dis- 
trict sales offices in the division. Man- 
agers of the new sales districts are H. 
Y. Robertson, Denver. Colo.; J. F. 
Verdick, Casper, Wvyo.; W. E. Bybee, 
Wichita, Kan.; M. E. Burgess, Omaha, 
Neb., and Owen Easterly, Kansas City, 
Mo 


Miklos Hargitay, owner of a string 
of Midwest service stations, got mar 
ried recently. The sometime strong- 
man—a firm believer in the American 
way of life—comments, “Where else 
could a crazy Hungarian get rich and 
Javne Mansfield, too?” 


Samuel B. Wilkes, head of Crown 
Petroleum Corp., of Hartford, Conn.., 
was presented with a service plaque 
citing Crown’s “25 vears of cordial 
business relations with the Richfield 
Oil Corp. of New York.” The pres- 
entation was made a dinner honoring 
Crown and attended by 86 company 


March, 1958 * NATIONAL PETROLEUM 


How to keep informed on the 


part of 


your business 


AT YOUR FINGER TIPS, issue after issue, 

is one of your richest veins of 

job information — advertising. 

You might call it the “with what” type — 

which dovetails the “how” of the editorial pages. 
Easy to read, talking your language, geared 


‘ 


specifically to the betterment of 

your business, this is the kind of practical 

data which may well help you do a 

job quicker, better — save your company money 


Each advertiser is obviously doing 

his level best to give you helpful information. 
By showing, through the advertising pages, 
how his product or service can benefit you 
and your company, he is taking his most 
efficient way toward a sale. 


Add up all the advertisers and you've got 

a gold mine of current, on-the-job information 
Yours for the reading are a wealth of data 
and facts on the very latest in products, 
services, tools . . . product developments, 


materials, processes, methods. 


You, too, have a big stake in the 
advertising pages. Read them regularly, 
carefully to keep job-informed on the 
“with what” part of your business. 


McGRAW-HILL PUBLICATIONS 











PUT YOUR O.K. HERE 


and pass along to your secretary 


COLA Ss 
WeECRETARY 


YOUR SECRETARY 
NEEDS A 
PROFESSIONAL 
MAGAZINE, TOO 


PODAY SECRETARY—-the glamorous 
and exciting all-secretarial magazine with 

cureer motive—offers secretaries in the 
Petroleum Industry a perfect combination 
fo keeping up-to-date on modern office 
techniques and secretarial skills 


A one-year subseription to TODAY'S 
SECRETARY plus “20,000 Words” 
—both for only $3.00, or the cost 


of a year’s subseription alone 


Kach issue of TODAY'S 


ontain many 


RCRETARY 
helpful and valuable fea 
ine and departments new ideas, new 
technique new equipment, new ervice 
o aid the ecretary become an even 
more valuable assistant to her bo 


SOME FUTURE ARTICLES 
How to Help The Boss Prepare a 
Speech 
How to Prepare Minutes and Reports 


How to Arrange Conventions and Din- 
ners 


How to Make Charts and Graphs 


How to Conduct a Meeting or Assist 
At One 


@ How to Prepare Press Releases 


FREE . . . with a one-year subscrip- 

tion to TODAY'S SECRETARY— 
20,000 Words: Spelled, Divided 
and Accented—a $1.50 value 


A handy, quick-reference volume and valu 
able transcription aid. 224 pages of more 
than 20,000 alphabetically arranged words 
No definitions perfect for checking spell 
ing word divisions 


TODAY'S SECRETARY DEPT. NPN 
330 WEST 42nd STREET, NEW YORK 36. N.Y 


YES, enter a subscription to TODAY'S SEC 
RETARY and send me FREE ''20,000 Words 


] 
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employes. Richfield brass who at- 
tended included: Fred H. Meeder, 
president; Ralph Glock, vice president 
of sales; Ben Pollak, advertising and 
sales promotion manager, and John 
Peacock, assistant manager of mar- 
keting operations 


Stan H. Green 
has been named 
southern division 
sales manager of 
Richfield Oil 
Corp., succeeding 
L. H. Bagby (see 
page 201). He will 
be in charge of 
marketing opera- 
tions throughout 
southern Califor- 
nia, Arizona and 
southern Nevada. M. R. Anderson 
succeeds Green as manager of the 
metropolitan Los Angeles district, and 
Norman C. Linneman succeeds him as 


Green 


manager of retail sales in the southern 
division 


Frohlin Gunther 


C. R. Frohlin has been named 
assistant manager of the advertising 
division of The lexas Co. He suc- 
ceeds A. R. Dunphy, who is retiring 
C. F. Gunther, formerly Boston di- 
vision sales manager, succeeds Frohlin 
as New York division sales manager. 
G. V. Nalle, formerly assistant divi- 
sion manager of the Minneapolis 
division, succeeds Gunther 
announces that 
Aubrey Keif is now director of the 


lexaco also 


aviation sales department. It is a new 
position that makes Keif responsible 
for coordinating aviation sales in 
both domestic and toreign fields. He 
was formerly manager of the aviation 


sales division of domestic sales. 
. 


Ihe Delaware Fuel Oil Dealers’ 
Assn. has elected Gordon L, Stott 
president. He is president of R. L. 
Stott Co,. Inc., Rockledge, Pa 


Paul Guernsey 
has been appoint- 
ed merchandising 
manager of So- 
cony Mobil Oil 
Co.,. “Inc. He 
moves up to a 
post that has been 
vacant since Sept 
°56, when it was 
held by H. E. 
Jenkins, now gen- 
eral manager of 
the department. Guernsey, former 
manager of the retail division of the 
department, continues in charge of 
petroleum products sales and takes on 
the additional duty as second man to 
the general manager. 


Guernsey 


George W. Sis- 
ler has been ap 
pointed advertis- 
ing manager of 
Ashland Oil & 
Refining Co. with 
headquarters = in 
Ashland, Ky. Sis- 
ler was with Mc- 
Cann-Erickson in 
New York City as 
an account execu- 
tive on the Esso 
Standard Oil Co. account. Before that 
he was assistant advertising manager 
at Continental Oil. In his new job, 
Sisler will coordinate and direct the 
advertising activities of Ashland and 
its affiliates. 


Sisler 


R. S. Kennedy, president and prin- 
cipal stockolder of R. S. Kennedy 
Oil Co., Knoxville, Tenn., announces 
the company has been sold to Ar- 
kansas Fuel Oil Corp. Kennedy will 
stay on temporarily to expedite the 
changeover. Don C. Francis will be 
the new distributor and Don Q. 
Reynolds his assistant. Francis was 
formerly assistant district manager in 
Miami, Fla., for Orange State Oil Co., 
an Arkansas subsidiary. Reynolds was 
formerly a marketing trainee’ in 
Nashville 

The sale involved a bulk plant, 10 
controlled service stations, 42 dealer 
accounts and a similar number ot 
commercial 
Annual 


> 
y 


accounts 
approximately 


consumer 
volume — 1s 
-million gallons. 
Another Arkansas Fuel 
acquisition is the East Alabama Oll 
Co., Anniston, La. Stockholders were: 
B. E. McGinnis, president; W. E. 
Jones, Jr., former secretary-treasurer. 
Jones, Jr., 


recent 


will stay on as assistant to 
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Kellick Keller 
|}HE MAN with the boutonniere re 
ceiving the plaque is Simon Dimet, 
president of Simon Oil Co. It was 
awarded to him at a testimonial din 
ner sponsored by the Niagara Falls 
(N. Y.) Gasoline Retailers Assn. to 
honor Dimet for his contributions to 


Murphy 
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Dimet linsley 

the gasoline and oil industry in the 
Niagara Falls area. William Kellick 
Ir; Mayor Calvin L. Keller; David 
Murphy, Niagara 
Falls Gasoline Retailers Assn.; Dimet 
and Roe Tinsley, Buffalo district man 
ager for Gulf Oil Co 


president of the 





the new distributor, Robert B. Smith. 
Smith, former district sales manage 
in Birmingham, Ala., for AFO, will 
service the 15 service station dealers 


and 37 consumer accounts 


Retirements 





Edward H. Lee, special representa 
tive in the office of the executive vice 
president of the Ohio Oil Co. since 
1951, has retired. With Ohio for 25 
years, he was assistant supervisor of 
advertising and sales promotion be 
fore becoming special representative 

° 

Lewis L. Purkey, 
Standard Oil Co. of California’s de 
partment of organization and a widely 
known management planning spe 
cialist, has retired. He joined Stand 
ard in 1910 and in 1931 formed the 
department to coordinate manpowe! 
utilization compensation, planning and 
development of performance stand- 
ards for all company 
the Western hemisphere. Frank W. 
Piersol, 


manage! ol 


operations § in 
formerly assistant manager 
moves up to succeed Purkey 
° 

Russell P. Baker, sales manager of 
Texas City Refining Co. in New York 
will retire March 15. He has been 
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with LCR tor about two years and 
before that was with Pure Oil Co. tn 
Baker extended 
tour of Europe with his wife for the 


Chicago plans an 


present. When he returns he expects 
to do some free-lance consultant work 

I. Wilson Fariss, formerly general 
supply manager for American Oil Co 
moves from New York to Lexas City 
to a new job as vice 


sales at TCR 


Deaths 


Major M. C. Newsom, Newsom Oi! 
Roanoke Rapids, N. ¢ 

26 after a 
founded his company in 1929 and wa 
an active member of the North Caro 
lina Oil Jobbers Assn., serving 


president fol 





, died Jan 


short illness. Newsom 


on the 
hoard of directors and many commit 
tees 
> 

Logan H. (Doc) Bagby, 
southern division manager of mark 
ing Operations for Richfield Oil Cory 
died Jan. 8&8 following a heart 
at his office. He had been 
field for nearly () 
uccessively as district 
Oregon, Washington and 
Calitornia-Nevada befor 


his most recent position in 


3 Reasons Why 
SPIFFY aur 


Are replacing traditional Service 
Station Construction Methods: 


T: 


PRECISION 
STEEL 
FORMS 


Assemble Quickly 


Cut construction time 
No on-job modifications 


2: 


STANDARDIZED 
BUILDING PROGRAM 


Give uniform good appear 
ance at all points of sale 


3: 


STANDARD STEEL 
Curb Facings and 
Bay Guards 


All Radii Uniform 


As easy as ordering 
a door, sash or any 
Standard = buil 


item 


THE MOST COMPLETE LINE IN THE 
INDUSTRY 

Steel Pump Islands © Curb Facings 

© Sign and Light Pole bases © Send 

for condensed catalog and price list 

#257 


GOOO APPEARANCE 


Representatives and Distributors in Principal Cities 


NEWBERRY EQUIPMENT COMPANY, INC. 


P.O. BOX 293 MEMPHIS. TENN 


MANUFACTURERS OF NEWBERRY STATIONARY DRIVE-ON 
GREASE RACKS, TRUCK TANKS, AND STORAGE TANKS. 








Make /toney, 


on added sales 


when you specify 


ASCOT 


INSTANTANEOUS 


Gas Water Heater 


a in 
i 
yi every 
a 


station 
you 
build! 





CAR WASHING: Adjustable to 
right temperature to protect finish, 
yet speed operation, reduce deter 
gent cost. Greater customer, em 
ployee satisfaction. 


ENGINE SCALDING: Big profits 
in this easily accomplished new 
source of station revenue. Scalding 
hot water immediately when 
wanted. 


SNOW & ICE MEETING: Bring 
correct temperature water out to 
pump islands for quick car clean 
up. Tremendous customer satis 
faction. 


LAVATORIES: Nothing washes 
hands like good hot water. . . noth- 
ing feels so good and clean. Please 
customers, employees all year 
‘round 


ECONOMICAL OPERATION: 
Ascot is a miser with gas... you 
pay to heat water only when you 
use it—no tanks to keep hot. 


The Ascot Instantaneous Gas Water 
Heater is economical to buy, econom- 
ical to operate. Tested and approved 
by major oil companies in many areas. 
Mounts on wall out of way. All the 
hot water you want when you want it! 


SOUTHERN // 


COMPANY, INC. 7 7 
844 BARONNE ST. @ WEW ORLEANS 13, LA 
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About Oil People 





Distel: The boys will help out 
NORRIS (DOPPY) DISTEL, 
dent of Distel Oil Co., Le 
Minn., 
at Northwest Petroleum Assn. meet- 
lately as 
treasurer. Now he’s bowing out of 


presi- 
Sueur, 
has long been a familiar face 
ings—-first as a director, 
oil jobbing 

“IT don’t want to work that hard any 
more; | want to take it easy,” savs 
the 54-year-old Distel, who has been 
an oil jobber since 1929 


On February | he turned his job 





AL 
IT FITS|| 


|| SNUGLY 


iL 
L ] 


| 


NOZZLE 
PLUG 


Prevents Spillage 


For Nozzle Tubes 
from I!/,"' 
to 154"' O.D. 


$1.95 ea. 


Dealer Inquiries 
Solicited 


RICHFILL NOZZLE PLUG CO. 


S. E. C. 39th & Market Sts. 
Philadelphia 4, Pa. 











bership and its more than 1.25-mil 
gallon-a-year business over to its new 
owners: Sheldon Smith, with 33 years 
in the oil business behind him, and 
Bob Stein, a Standard of Indiana 
agent for 14 years. 

Distel’s idea of taking it easy con- 
sists of looking after the LP-gas busi- 
ness, Distel Bottled Gas, Inc., that he 
started in Le Sueur four years ago. 
It has developed into more than 200 
accounts, many of them farm accounts 
for tractor fuel, corn dryers, cooking, 
hot-water heating and home heating 

Distel doesn’t plan to do all the 
work at Distel Bottled Gas. “My 
boys,” he says, “will look after most 
of it.” Distel has two sons, Don, 26, 
and Jerry, 30. 

Distel will continue as a_ Phillips 
petroleum jobber, but he'll be han 
dling Philgas instead of Phillips gaso- 
line, motor oils and TBA 


Beckwith: Time to settle down 
FRED BECKWITH will end his for- 
mal tie with the oil heating industry 
May 7. 

That’s when he’s going to retire as 
executive secretary of New England 
Chapter, Oil-Heat Institute of Amer- 
ica. The date coincides with the an- 
nual meeting of the New’ England 
OHI unit. 

Beckwith has been in the industry 
since its early days—first as a_heat- 
ing engineer, then with Oil Burner 
Institute and for the past 15 years as 
organizer and secretary of OHI’s first 
distribution division chapter. He’s go- 
ing to put in part of his retirement 
time in Florida, part in New Eng- 
land. He spent most of last month 
touring through Florida to look for 
a place to settle down. 

Beckwith’s retirement comes as no 
surprise. He laid the groundwork for 
it two years ago when he retired as 
OHI director after 13 years’ service 
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Coming Meetings 


MARCH 
lowa Independent Oil Jobbers Assn., management institute 


Continuation Center, University of lowa, lowa City, Mar. 3-5 


Colorado Petroleum Marketers Assn., management institute 
University of Colorado, Boulder, Mar. 4-6 


Society of Automotive Engineers, passenger car, body and 
materials meeting, Sheraton-Cadillac Hotel, Detroit, Mar. 4-6 


API Oil Information Committee meeting, St. Francis Hotel 
San Francisco, Mar. 5-7 


> Colorado Petroleum Marketers Assn., spring meeting, Broad 
moor Hotel, Colorado Springs, Mar. 18 


Illinois Petroleum Marketers Assn., annual meeting and trade 
show, Sherman Hotel, Chicago, Mar. 17-18 


Ohio Petroleum Marketers Assn., annual convention and mar 
keting exposition, Deshler-Hilton Hotel, Columbus, Mar. 19-20 


> Western Petroleum Refiners Assn., 46th annual meeting 
Hilton Hotel, San Antonio, Mar. 24-26 


Liquefied Petroleum Gas Assn., northeast regional meeting 
Sheraton Park Hotel, Washington, D. C., Mar. 24-26 


Oil Trades Assn. of New York, annual meeting, Waldorf-Astoria 
Hotel, New York City, Mar. 26 


Fexas Oil Jobbers Assn., annual and trade show, Baker Hotel, 
Dallas, Mar. 27-29 


Oil Industry TBA Group, Western Division, 7th annual meeting 
Santa Barbara Biltmore Hotel, Santa Barbara, Mar. 31-Apr. 1 
Santa Barbara, Mar. 31-Apr. 1 


APRIL 


Northwest Petroleum Assn., management institute, Oil Club 
Nicollet Hotel, Minneapolis, Apr. 8-10 


Florida Petroleum Marketers Assn., management institute 
Ft. Harrison Hotel, Clearwater, Apr. 10-11 


Florida Petroleum Marketers Assn., annual meeting, Ft. Harri 
son Hotel, Clearwater, Apr. 10-11 


Independent Oil Men's Assn. of New England, 34th annual 
convention, Statler Hotel, Philadelphia, Apr. 14-16 


> Assn. of Eastern Petroleum Credit Managers, Sheraton Hotel 
Philadelphia, Apr. 14-16 


Michigan Petroleum Assn., semi-annual meeting and booth 
exhibits, Detroit Leland Hotel, Detroit, Apr. 15-16 


National Petroleum Assn., 55th semi-annual meeting, Hotel 
Cleveland, Cleveland, Apr. 16-18 


Oil Industry TBA Group, Central Division, annual meeting 
Chase Hotel, St. Louis, Apr. 21-22 


Empire State Petroleum Assn., annual spring meeting, Hotel 


Onondaga, Syracuse, Apr. 20-22 


> North Carolina Oil Jobbers Assn., management institute, Uni 
versity of North Carolina, Chapel Hill, Apr. 21-25 


American Society of Lubrication Engineers, annua! meeting 
exhibit, Hotel Cleveland, Cleveland. Apr. 22-24 


Pirst Jisting 
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National Tank Truck Carriers, annual meeting, Boca 
Hotel & Clut Boca Raton, Florida \pi »7-May | 


MAY 


Georgia Oil Jobbers Assn., annual meeting, The King & Prince 
Hotel, St. Simon’s Island, May 2-3 


Liquefied Petroleum Gas Assn., annual meeting and trad 
Conrad Hilton Hotel, Chicago, May 4-7 


Assn. of American Battery Manufacturers, Waldorf Astoria 
Hotel, New York City, May 


Oil Heat Institute of New England, annual convention, Hot 
Sheraton-Plaza. Boston, May 


Connecticut Petroleum Assn., Sth annual convention 
how Statler Hotel Harttord May & 


Virginia Petroleum Jobbers Assn., annual meeting, Hot 
Marshall, Richmond, May & 

Pennsylvania Petroleum Assn., Hotel Bedford Springs, Bed: 
May 11-13 


Fennessee Oil Men’s Assn., semi-annual meeting, Casth 
Clouds Hotel, Chattanooga, May 11-13 
North Carolina Oil Jobbers Assn., spring convention 
Carolina Hotel, Pinehurst, May I1-14 


Gasoline Pump Manufacturers Assn., annual meetin 
Cloister Hotel, Sea Island, Ga., May 12-14 


Oil Heat Institute of Wisconsin, management institute 
School of Advanced Oil Heat Training, Milwaukee, Ma 


API Division of Marketing, lubrication committee 
Grand Hotel, Point Clear, Ala., May 19-20 


National Oil Jobbers Council, mid-year meeting, Hot 
New Orleans, May 19-21 


API Division of Marketing, Roosevelt Hotel, New 
May 21-23 


Louisiana Oil Marketers Assn., annual meeting, Roosevelt Hot 
New Orleans, May 23-25 


JUNE 


API Oil Information Committee meeting, Sheraton HH 


Chicago, June 4-6 


& Arkansas LP-Gas Assn., annual meeting, LaFayette He 
Little Rock, June 8-10 


Society of Automotive Engineers, summer mecting, ¢ 
fonte-Haddon Hall, Atlantic Cit June &-13 


& Oil Heat Institute of America, annual meeting (trade she 
Coliseum), Park Sheraton & Barbizon Plaza Hotels, N 


City, June 9-13 


& Maine Oil & Heating Fauipment Dealers Assn., 
meeting and trade show, Sebasco Lodge, Bath, June 12 


© Pennsylvania Grade Crude Oil Assn., 
hills C tut Bradtord, June 19 


© American Society for Testing Materials, annual mx 
exhibit. Hotel Statler, Boston, Jun »-28 


& Interstate Oil Compact Commission, mid 
Utah, ‘ Lake City, June 
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CLASSIFIED 


DISPLAYED RATE INFORMATION UNDISPLAYED RATE 


The advertising rate is $17.75 per inch for BOX NUMBERS count one additional line in $1.80 a line. Minimum 3 lines. To figure ad- 
E ent B ‘ Opportunity advertis- UNdisplayed ads vance payment count 5 average words as a 
quipment and Business Oppor y DISCOUNT of 10% if full payment is made gs age ttn 9 

in advance for four consecutive insertions of ‘Ine ‘see on Box Numbers.) 
Contract rates quoted on request undisplayed ads (not including proposals). posiTIONS WANTED Undisplayed rate is one 

AN ADVERTISING INCH is measured 7% inch h b i 

Employment opportunities $27.00 per inch, yy rtically on one column, 3 columns—30 inches alf of above rate, payable in advance 
subject to Agency Commission to a pag PROPOSALS, $1.80 a line an insertion 


ing appearing on other than a contract basis 


Send NEW {1DVERTISEMENTS to Classified Advertising Division, NATIONAL PETROLEUM NEWS 
P.O. Box 12, N. Y. 36, N.Y. SECTION CLOSES March 14th for April issue 








EXCELLENT z ; reg i a ely sicige Mou 


6,500 to 12,000 Gal. Cap. 


GROWTH OPPORTUNITY ruptovwent. 9 | cia 


j ‘ eaiee ‘ Mi Also —- Complete Tank Cars 
Aggressive tire division of leading, 8,000 and 10,000 Gal. Cap. 


independent rubber manufacturer SELLING OPPORTUNITY OFFERED Your Inquiries Solicited 


seeks qualified men for Branch Manufacturers’ Representatives Wanted — To MARSHALL RAILWAY 
Manager field positions. Candidates | ii een eee ine Ceasoline. pump EQUIPMENT CORPORATION 


must possess ssful tire bust- computer wheels). Two territories open: South 

ust possess succe . e bus alifornia and Pacific Northwest. Prefer 328-332 Connell Building 

ness gackground, with wholesale ow calling on major oils and service sta Scranton 3, Pennsylvania 

and retail sales experience pre- equipment dealer Commission arranged Telephone—D!lamond 3-1117 
; y The Cambridge Company, 80 Mil 

ferred; should have basic knowledge 0 cast Dedham, Ma 

of recapping. Age to low forties pre- FOR SAL 


ical " 

ferred but not an absolute require- EQUIPMENT--used-surplus | | TRUCK PUMPS. YALE & TOWNE BV 00. 2 
t WAU Mi WT NOZZLES, BUCKEYE, #775 with strainer 11/4”. 

menf. Meters—SMITH T-10 2” Complete 

. GRANCO Complete Model LJB 4” 

Positions offer outstanding career FOR SALE uMinsw ee 

. Special prices for quantities. Phone—wire—writ 
development and liberal company Tank Trailers—Sale or Lease—4000 to 8300 THE UNIVERSAL OIL & GAS COMPANY 
| 3 


benefits. if you believe you are oa poe ‘een Saar re ee ee - 14 W. College Street, Canonsburg, Penna. 
qualified, forward your complete 


resume today. All replies handled| | BUSINESS OPPORTUNITIES FOR SALE: 

in confidence. Our employees have | RATT th WB 22 White, 2,000 gal. 4 compt. skirted tank, 
‘ Pump, Autostop ticket printing meter, hose, reel, 

knowledge of this ad. ri 1951 Dodge 1500 1. Semi-skirted 6 compt. tank 

95 odge 15 al. Semi-skirte c . 

: Bulk Oil Plants Propane Gas Plants—Selected Pump, meter, ery and reel. $1495.00 

P-7336 National Petroleum News propertis neta nae st. ‘We aps cialis PENN ECONOMY OIL CO. 

520 N. Michigan Ave., Chicago 11, III. eum Marketers, 605 Produce Bank Bldg., Minne BEDFORD, PA. 

ani li Minnesota ‘ Phone 245 


























$20,000 A YEAR MAN Wanted! A medium size gasoline jobber busi- 
WANTED BY INDEPENDENT OIL COMPANY DT ee ee FOR SALE: 
3 ava “bie > “i a Nuth ia « roreum ive 
ss or an cod Gees aes BROCKWAY TRACTOR Model 260T with brand 
Diaaine, saintalbaini paces “4 new motor installed in November 1957, 4517 gallon 
Limited Travel. Send brief Resume Independent distributor of gasolines, oil to Fruehauf tanker completely equipped and a Trail- 
Our Employees Know of this Ad furnish capital to form new company. Operate mobile van in excellent condition, All units working 
SW -7342 National Petroleum News in out Florida. Have copyright on Gold Coast every day right up to Jan, (5th, Write Ducky Drake, 
Adv. Div., P. O. Box 12, N. Y. 36, N.Y aseline and motor oil Ferrific opportunity P O Box 66, Eastwood Station 


Box 74 Pompano Beach Syracuse, N. Y. 

















FOR SALE 


Petrol ont orsh i 
PETROLEUM JOBBER BUSINESS Se en ie cet oe ae «et rete 
Annual volume 3,500,000 gallons. Major oil repre 7244, National Petroleum News ry 
sentation contracted year to year, Excellent financial Business; personal or personnel; financial 
earnings and current condition. Must be examined For Sale Major Oil Company Commission Dis- 
to be appreciated Located in New York State tributorship located it Lower Sacrament Val 
Reason fo ' Health : : car mt ra 
REA tae ee een ley of California. Resale, Industrial, Commercial through the classified advertising section of 
BO -6862 National Petroleum News and Agricultural trade. Investment for purchase 
Class. Adv. Div., P. O. Box 12, N.Y. 36, N.Y , ruc equipment and T.B.A. inventory re NATIONAL PETROLEUM NEWS 
BO 11, National Petroleum New 





equipment; etc., may be offered or located 














_ PROFESSIONAL || | KEEP “Classified” in MIND WHEN LOOKING FOR: 
SERVICES | @ Employment 


@ Personnel 

@ Equipment 

PROPANE GAS PLANTS @ Business Opportunities 
ANHYDROUS AMMONIA PLANTS For information on rates write 


Designed and Installed NATIONAL PETROLEUM NEWS 


PEACOCK CORPORATION , a vw 
Box 268, Westfield, N. J Classified Advertising Division P. O. Box 12—New York 36, N. Y. 
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B.EGoodrich 


a 


CHARCOAL 
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Averages 8 loads a day with 
easier-handling B.F.Goodrich hose 


F your drivers are still using heavy, 
| bulky hose, here’s news for you 
Today, there’s a light, easy-to-handle 
tank truck hose that actually makes it 
possible for drivers to make faster de 
liveries, more per day. For example, the 
driver pictured above, is averaging 8 
deliveries a day with this improved 
B.F. Goodrich hose on his 1000-gallon 
truck 

The lightness and flexibility of this 
B.F.Goodrich tank hose is made pos 
sible by high tensile nylon cord used 
lighter than 

This B.F 


turns 


for reinforcement. It's 20 

other hose of the same size 
Goodrich hose can take sharp U 
or even an O-bend, without flattening 


06 


to cause shutoffs or slow deliveries 

Special rubber Compounds make the 
tube of the B.F.Goodrich hose com 
pletely gasoline-proof, eliminate swell 
ing or flaking. A wire spiral woven into 
the body of the hose acts as a static 
ground on the « ouplings. The hose can 
be dragged over concrete and gravel, or 
through gasoline, oil or grease without 
damaging the tough Cover 

This new lightweight construction 
now makes a 4” size hose really practi 
cal, One man can unload it, hook it up 
and reload it on the truck without help 
By using a large size hose, even more 
te liveries can he made each day 

The improvements in this B.F 


Goodrich hose, known as Type 82-A, 
can help you get faster deliveries, 
reduced operating costs with your 
tank trucks. Your B.F.Goodrich distrib- 
utor Can give you more information, 
B.F. Goodrich Industrial Products Com- 
pany, Dept. M-272, Akron 18, Ohio. 


B.EGoodrich 


INDUSTRIAL PRODUCTS 
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BREAK THROUGH 
the VAPOR BARRIER 


Now you can break through the vapor barrier in service 
station pumping to a bright, new day in fuel dispensing. 
Ihe Tokheim CENTRAL SERVICE SYSTEM of re- 
mote control pumping actually introduces a new era 
in gasoline retailing. It stops vapor lock, practically 
eliminates island noise, permits greater freedom in 
station planning, reduces Operation and replacement 
expense. It is the only really modern method of dis- 
pensing motor fucl. Call your Tokheim representauy¢ 


today for an eye-opening demonstration. 


There sno substitute for TOKHEIM QUALITY / 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
FORT WAYNE SINCE 1901 INDIANA 


osidiaries: Tokheim N.V., Leiden, Holland -GenPro, Inc., Shelbyville, Ind 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
d 


Tokheim-Reeder of Canada, ltd., 205 Yonge St., Toronto, Ont 





Central 
Service 
System 


of remote contr r mping 











Siete! 


For TRUCK STOPS 


The ticket printer pump Model 844-4 and dispenser Model 
845-4 are specially designed for truck stops or wherever 
gallonage receipt is desired. The ticket printer is installed 
directly above the four wheel Veeder Root computer and may 
be accumulative or zero start. Otherwise, the pump and 
dispenser are identical to the deluxe Model 840 Series Comput- 
ing Units. Bulletin No. 1681 gives you complete details. 


Model 844-4 Pump 
Model 845-4 Dispenser 


Model 140-5 Dispenser includes double car- 

tridge ‘‘Fulflo”’ Filter and Hose Reel with 50 

feet of 1° Non-Mar hose for serving an area of 

about 100 feet in diameter. All gasoline is 

pushed from remote storage through the system 

to eliminate any chance for vapor lock. All 

gasoline is filtered before entering the meter. 

Large, stepped-back numerals brightly lighted Pads jana 


dual cartridge filter 


at night. Ask for Bulletin 1674. installed inside 


housing. 


Model 140-5 


gor FARMS - SMALL FLEETS - INDUSTRY 
Model 907 Electric Pump dispenses gasoline, kerosene or 

diesel fuels. Rectangular dial contains rotary wheel register 

with large numerals. Registers up to 99°/,, gallons per 

delivery. 45” high. Base 18’’ square .. . Approved by Under- 

writers’ Laboratory. Ask for Bulletin 1680. 


Model 907 











